duper ras 


SBSH di rern-c f DAN. „в 
ДЫ Avsn Фпеаннией «=. 


Guan io (у rnmeuzs MYIVI=WN «NSS' 
® П 

10 | one Suc ondes @rarenrecn, INC. @ PHILELEX „32 

- т 

\днтЁ 5 

ы Рготайд C) ANI, San-Yane 
Solignum (EN 
num (әрә em. supreme ЛЇЇ 
вана Caes (Ошу wwaki @ Yakult 


Whealth 


AN INSIGHT INTO MANY OF THE STRONGEST 
AND MOST VALUABLE BRANDS IN THE PHILIPPINES 
VOLUME Ix 


on 


? 


А ВОММЕ 


ТНЕ МАВКЕТ 

Cosmetic products become important with the 
most of women in the world and most of them 
have the expectation of beauty in the same 
Ways such as confident or looks good, but these 


become with care and empathy so all of women 


need to get some ol 


гоо cosmetic products to 
take care their Skin, Face and Hair and not only 
for beauty, but also Natural, Healthy and Safety 
А BONNE 


brands that is produced the products from natu- 


products, is the one of cosmetic 
ral material and safety for consumers, Consum- 
trust that A BONNE 
zh quality products which proved 


ers have Kept the 


prod- 


ucts are the h 


by consumers from many countries more than 
17 years, all of A BONNE’ products are safe for 
all types of skin and have been clinically tested 
by dermatologists, 


ACHIEVEMENTS 

A BONNE” Thai takes pride in the loyalty of 
myriad of consumers among whom its prod. 
ucts have a well deserved reputation for quality 
The outstanding quality and performance of A 


BONNE 


brand range earned it the most hig 
reward, Prime Minister Award , which the Roy 
ıl Thai Government will grant to private com- 
pany in Thailand and A BONNE’ brand earned 
with both The Best Exporter and The Best Thai- 
land Brand in 2015 


HISTORY 

А BONNE! Thai began making its own bath and 
body products in 1999, when the company dis 
covered holistic solutions of milk 
product, Spa Milk Salt Scrub, quickly g 
high recognition among consumers and soon be 


Its very first 


came the best selling salt scrub in Thailand. The 


company began expanding in 2005, building on 


the success of A Bonne’ Spa Milk Salt Scrub and 
eventually extending its range to include other 
skin care, hair care and facial care products — al 


of which are made to the same standard of excel 
lence as the original Spa Milk Salt Scrub. 


А СА 
А ВОММЕ 


ıo vould 


THE PRODUCT 
A BONNE product concept in "Beau. 
ty by yourself" and all of them are made from 


Natural ingredients such ав Milk and Her 


ich make 
ated f 
А BONNE 


They a 


Il of A BONNE 


products. 


differe 


brands. products have covered in 


s, Skin care (Sp: 
Shower Salt, Bar Soap, L 
(Hair Та 
also have many variety 
Milk Salt, Intensive Whi 


ation), Hair care 


0), Face care (Facial wash) and 


variants such as Spa 


Shower Salt 


Lotion, 


RECENT DEVELOPMENTS, 
A BONNE are distributed in the Philippi 
more than 15 years in all channels both Modern 


and Traditional Trades, They are always devel 
oped 
айу Filipino to build A BONNE 
сиг mind that A BONNE 
Perfect Skin. 


ind produced to meet consumers’ needs 
brand 


s The Miracle of 


PROMOTION 

А BONNE” products are available in many 
Asian and Middle East countries — including 
he Philippines, Thailand, Vietnam, Myanmar 


Korea, Malaysia, Cambodia, Indonesia, India, 


А 


А BONNE' 


THE MIRACLE OF PEREECT SKIN. 
beauty.com 


WwWW.a 


UAE, Saudi Arabia, etc. A BONNE” Milk Salt 
Scrub is now the top selling salt scrub product 
A BONNE 
ай 
wants И по be the global brand. 


plans to expand the distribution of 


gions in the world as Company mission 
^ BONNE 
is now positioned in consumers’ mind as the 
brand which take care and help their skin to be 
Smooth, White and Bright with the brand con- 
cept “Beauty by yourself” 
sumers can do the spa at home by A BONNE 
products. And it is very easy to take care them 


meaning thit con: 


selves by the good products in affordable 


and availability, A BONNE” provides a lot of 
channels to contact with consumers such as 
website, www. abonnebeauty.com, Facebook 


екс, to share the experiences, activities, com- 


ments and also products knowledge 


BRAND VALUES 
А BONNE 
making products of truly п 


tional stan- 


dard. And it succeeds fabulously, Market sur 
regard A BONNE 


veys show that с 


ty, reli 
pany 
still makes Из products the 


h qua 
Although the 
years, A BONNE 
y it did 

trent 
lakes extra care t 
safety of its consumers, The A BONNE" col. 


same w ıt the outset, in small batches, 


with strict to quality. The company 


ensure the good health and 


al ingredients and take 


fully care 
BONNE’ pro 
to ensure that they a 
skin. A BONNE 


a every production processes. А 
ically tested 
friendly to your 


v derm: 


ict. 


bility for keeping the planet a safe and pleas 


ant places to live. The company offers only 


idly products containing no harsh 


edieats that could pollute the environment 
or harm the ozone layer 


e. 
A BONNE 


THINGS YOU DIDN'T KNOW ABOUT 
A BONNE’ 


O Exfoliating with A BONNE’ not only 
removes dead skin cells and increase 
circulation, but it also encourages skin 
regeneration, Sloughing away dead 
skin cell actually promote the growth 
of healthy new cells. This regeneration 
process tightens the skin, giving it a 
firmer & younger-looking appearance. 
Skin regeneration also reduces skin dis- 
coloration & brighten skin tone, 


O A BONNE' is more than Scrub. 


ALLTANCE 


M O T 

THE MARKET Cabantog, the President & Chief Executive 
Alliance In Motion Global, Ine. — AIM Global Officer Francis M. Miguel, the Chief Finance 
is in the business of marketing and distribut- Officer and John B.Asperin, its Chief Market 
ing top quality food supplements manufactured те Officer in September 2005 established i 
by Nature's Way USA, effective weight con- Мапа, Philippines. 

trol products, and nutrient-rich beverages. The AIl of our officers are accomplished, seasoned. 
broad spectrum covering the A to E demograph- — and highly respected network professionals. 

ics are the people from all walks of life — from 2011 — International offices in Hawaii an 

corporate professionals, medical practitioners, 

to tricycle drivers who have become highly suc- 2012 sion, AIM 

cessful entrepreneurs compose the market com- Global continued to expand with 

position of our end consumers. offices in Taiwan, Singapore and 
Market coverage: Across all economie brack Korea formed. 

ets, nationwide as well as the inter 2012 - AIM Global launched its first 

markets, Our direct consumers are people who branch-owned office in Nigeria 

are encouraged and inspired by AIM Global is 2013 - The branch office in Ghana was set up. 

driven by its extraordinary products, "remark- 2014 — Kuwait and Brunei offices were formed 
ability,” the benefit-driven marketing plan with — 2015 - Togo, Uganda and Kenya branches 

the company being "pro-distributor". As the were firmly established. 

market continues to expand, AIM Global соп- — More offices in Asia and in the Middle East 


tinues to offer innovative breakt 


ugh prod- 


ucts and services that largely contribute to on 


‘optimum health as we provide opportunities 


ACHIEVEMENTS 

AIM Global was established in September. 
2005, Throughout the years, 
AIM Global has grown by leaps and 


throughout. the 
decade, 
bounds, The company has built a strong pres- 
ence with expanding to multiple company 
owned branch offices in Cebu, Davao, General 
Santos City, Baguio City, Las Pi 
115 Business Center Offices nationwide 

In recent past, we have launched internationa 
offices in 5 Taiwan, Korea, Bri 
Hawaii, Dubai, Kuwait, Nigeria, Ghana, Togo, 


Uganda and Kenya. In the past year alone 


as and over 


pore inei 


new weight control product line was launched 
branded as the BURN 90 Program. The prod 
uet line features BURN Slim, BURN Meal 
Replacement, BURN Liven coffee, and BURN 


MATE Iced Tea 


HISTORY 
AIM Global was formed by business part 


ners and networking veterans; Dr. Eduardo L 


will follow s 

I bas always be 
to provide breakih 
products th 


Products int 


2007 
2008 


» AIM ОК 


ugh and effective 


duced: 


Completer Phyto Energize 
White! 
Perfect White 

247 Natura-Ceu 
RestorLy 
Liven Coffee 
My Choco 
Naturacentials Toothpaste 
Drink 
Kiddi 24/7 Nu 
Cardio Pulse Service 
Vida Maxx 


au 


racentials Deep Cleansing & 
Naturacenti iral Feminine Wash 
Naturacenti Masculine Wash 


BURN 901 
Body Under R 
BURN Slim 

BURN Meal Replacement Shake 


GL@BAL 


BURN Liven Coffee 
— BURN MATE Iced Tea 


2016 — I-Proteet 

Careleaf Patch 
THE PRODUCT 
* С24/7 Natura-Ceuticaly ~ Flagship product 
Breakthrough. food supplement that contains 
he highest level of anti-oxidants with approxi 


nately 22,000 phyto-nutricnts in one product. 
* Complete-PhytoEnergizer — The very first 
mega-nutritional product introduced in the 
Philippine marke 

< Choleduz Omega Supreme — High potent 


source of fish oil, Greatly reduces Bad Choles 
erol and helps decrease blood pressure 


* Cardio Pulse Service — A three-minute test 
hat shows your heart's arterial health. 

+ Kiddi 24/7 NutraGummies — Vitamin sup 
plement for kids in gummy form. Contains 26 


fruits and vegetables, 14 vitamins and minerals, 
Ideal for children ages 2-12 
* Liven Coffee 
ains Arabi 
ergizer, Con 


years old. 
Premium coffee blend. Con- 
a coffee with Complete PhytoEn 


s in Ori 


1. Latte, Cappuccino 
and Sugar-Free variants. 

* My Choco - А chocolate drink fortified with 
DHA, essential tc 


visual & neurologi: 


cal acuities needed for memory. concentration 
ind focus. 
* Naturacentials Deep Cleansing & Whiten- 


A whitening 
ns natural ingredien 


and cleansing soap that 


s Bamboo 


such 


Charcoal, Peppermint Oil to make skin whiter 
and youthful-lookin 
* Naturacentials Natural Feminine Wash 
Feminine Wash with Negative lon. Feel natu 
»ughly clean everyday 

+ Naturacentials Natural Masculine V 
Masculine Wash with Negative lon, Provides 
superior all-day protection from bacteria and 
foul odor 

+ Naturacent 


sh 


Is Toothpaste — Cleans and 
whitens teeth, keeps 
* Perfect White — Skin whitening tablet that 


contains Cysteine Peptide, one of the most ad- 


ums healthy. 


* RestorLyf — Contains a benef it 
formula made from Natures Wa 

* Vida! Drink — Heart-friend 

dered juice drink with Redivi ) 

and the highest res Vida (Resveratrol) content i 

beverages. Normalizes blood pressure, improve 

blood sugar and insulin levels, RECENT DEVELOPMENTS 

* Vida Maxs Heort-friendly food supplement company introduced more c d 
ith res Vida that dilates arteries and FruitFl 1s lo serve the need Е 

1 tomato basedingredient with an EFSA Ap- New products; 

proved Health Claim — Helps maintain nor- 2015 — BURN Product line that will help you 
mal platelet aggregation, which contributes іо п down the healthy way. BURN 
healthy blood fe Slim, BURN Meal Replacement Shake 
* Whitelight — Glutathione sublingual spr BURN Liven € nd BURN Mate 
Contains 2,500 mg glutathione and 1000 Teed 

Vitamin с 1 protect the wearable device that 

* BURN 90 Day Body Under Right the body from common vir 
Nutrition. An excellent weight loss mana nd Са hat re 

ment product line that will help ye low » n 

the health international offices were set 

+ BURN Slim - Fat burner tablet that helps im anda, Togo and K 

prove metabolism с anched AIM Worl nline bust 
* BURN Meal Replacement Sha А n at caters to the international market 
healthy and nutritious shake that helps improve reaching 200 countr 

metaboli 

+ BURN Liven Coffee - Coffee drink that PROMOTION 

helps you slim dow AIM Global is an MLM-Direct Sales and ma 
+ BURN MATE Iced Tea ing ice tea keting Comp ih promotion: ities 
drink mix that contains green tea extract, appe- — through d e training while 
tite suppressant, and helps improve m tilizing soci е Faceboc 
+ I-proteet Health Gadget Зага 

levice that protects the body from comme ation niversar 
ruse £ implemented a Gui 
* Carcleaf Patch - Herbal infused patch that с gn and 

helps relieve all types of body par Г 1 


FOUNDATION 


d's largest smiley with &018 participants 
last May 30, 2015 at the Quirino Grandst 

ing the largest number of people wearing 
costume h 30,050 participants done 
t the Philippine Arena on May 31, 2015 

Daily presentations, person to person discus: 


оп and social media networking are but a few 
BRAND VALUES 
AIM Global is perceived as a highly credible 
nd stable company. It is one of the leading 
All-Filipino MLM-Direct Sales companies, We 
ave exponentially grown over the years, The 
company created a very positive, dynamic and 
industry. Moreover, the 
ign that connotes healt 


7 
ALUTANCE 


AJ qeu 


В 


THINGS YOU DIDN'T KNOW ABOUT 
ALLIANCE IN MOTION GLOBAL, 


2 Alliance In 
the solid 


Motion Global pertains to 


ince/ partnership 


three owners Dr. Ed Cab: 
Miguel and John Asperin. 


In 2005, the company started with only 
two employees and the owners, They 
occupied а tiny office along Pio 
AIM Global has 
more than 400 employees worldwide 
and has established 115 BCOs nation. 


wide, with over 13 international offices. 


Mandaluyong. Today 


Members and staff of AIM Global greet 

‘Good Morning" regardless 
ne of day. “Good Morn 
symbolizes positivity and the start of a 
brand-new day! 


Power" is a positive expression used 
by top leaders, members AIM 
Global staff that si cat news 
excellent fantasti 


and 
nifie; 


AIM World 
posed of the middle finger (represent- 
ing products), the index finger (repre- 
senting the company) and the thumb 


success" hand sign com- 


THE MARKET 
The Climate of the Philippines is tropical and mar- 
itme. It is characterized by relatively high tem- 
perature, high humidity and abundant rainfall. It is 
similar in many respects to the c 
tries of Central America. Temperature, humidity, 
and rainfall, which are discussed hereunder, are 
the most important elements of the country’s 
weather and climate. Based on the average of 

all weather stations in the Philippines, exclud 

ing Baguio, the mean annual temperature is 

26.60 С. The coolest months fall in January 

With a mean temperature of 25.50C while the 

warmest month occurs in May w 
temperature of 28.30 
cant factor in the Variation of temperature while 
altitude shows greater contrast in temperature, The 
difference between the mean annual temperature 

‘of the southernmost station in Zamboan- 
ga and that of the northern most sta- 
tion in Laoag is insignificant. In 
other words, there is essentially 
no difference in the mean an- 


mate of the coun- 


а mean 


Latitude is an insignif 


nual temperature of places in 
Luzon, Visayas or Mindanao 
measured at or near sea level 
Humidity 
moisture content of the atmo- 
sphere, Due to high temperature 
amd the surrounding bodies of 
water, the Philippines has 
a high relative humidity 
The average monthly rela- 
tive humidity varies between 
71 percent in March and 85 percent 
in September. The combination of warm temper- 
ature and high relative and absolute humidity's 
give rise to high sensible temperature through 
‘out the archipelago. It is especially uneomfort- 
able during March to May, when temperature 
and humidity attain their maximum level 
It is for this very reason; what better place 
to sell electric fans than in the Philippines? In. 
а land with two seasons — dry and wet, both 
of which are warm — fans are a joy. quietly 
whispering the gentle breezes that keep us cool 
and comfortable. And with the rising cost of 
electricity, air conditioners are shrinking and 
being supplemented by Asahi fans, whose com- 
prehensive offering continues to make our lives. 
just that much more comfortable, 


refers lo the 


A 


ACHIEVEMENTS 

Asahi products are Philippine-made and have 
been recognized with the PS Mark logo, which 
signifies that Asahi products adhere to the 
quality guidelines set forth by the Bureau of 
Product Standards of the Department of Trade 
and Industry 


High quality has also won Asahi awards from 
prestigious and national consumer groups. The 
company was recognized as the Outstanding 
Manufacturer of Electric Fans by the Consumers 
Union of the Philippines for five consecutive years 
from 2003 to 2007. This achievement alone made 
Il of Famer in the Philippines. These 
ult from Asahi's aggressive quality 
o the company's 
motor supplier of 30 years. Loyalty and attention 
1o detail have achieved a 000: 
rate. Fans are assembled both in the Philippines 
and in China, 
assembled in China completely knocked down to 
make sure they meet Акаев exacting standards. 
iks to many 
quality, Asahi has again been awarded the Super- 
brand seal for 2012-2013. Asahi won its first Su- 
perbrand seal of excellence in 2005 


warranty claim 


1010 20 of every thousand fans 


з of continuous growth in 


HISTORY 

Mike Chokee Sy gathered a few local and foreign 
business partners in 1982 to establish Asahi Elec- 
trical Manufacturing Corporation. The goal was to 


give Filipino consumers an alternative choice in 
home appliances, especially electric fans. Three 
or four brands dominated the market at the time 
and their prices were high. Mr Sy, Asihi's presi- 
dent and chairman, thought consumers deserved 
something bettcr—somethin they could а 
ford, So he 


ud his associates started with one 
piro Aire electric fan 

Spiro Aire soon attracted consumers as 
а one-fan-fits-all solution. It worked as a 
floor fan, desk fan, wall fan and ceiling 
fan, With its louvered front, giving the ap- 

pearance of а box fan, Spiro Aire captured 

he market, boasting convertibility, case of 
usc, durability and, of course, affordability 
Unrelenting. Asahi prospered in its first 
two years but, ав with the rest of the country, it 
faced frenzy and instability during the 
ple Power Revolution in 1986. Down: 
sizing and belt tightening were the 
order of the day and the compa 
were moved to the 
residence of one of the own 
ers. This problem was com- 
plicated by the plunge in the 
Peso exchange rate, Asahi’s 
investors, local and foreign, 
opted to drop out and sell their 
shares to Mr Sy. The company 
had to start all over again, But even 
faced with these difficulties, Asabi 
never faltered, adding new prod- 
ucts to meet demand in the market 
for small appl 
The company operated on a small seale 
for several years, working out of a three-storey 
building in San Juan. Business was steady, but 
to allow growth, Asahi moved its plant to Pas 
City in 1992, which afforded ample warehous- 
ing and greater space. The company’s workfor 
grew from only four employees in the beginning 
to over 100, prodi 
appliances daily. The company now has 300 em- 
ployces and is still growing. In 1996, to eater to 
growing demand in the Visayas, the company 
set up a depot in Cebu City. A similar warehouse 
has also been set up in Davao City 

Asahi is a 100 percent Filipino-owned family 
corporation, which has become a market leader 
in the small appliance industry, with the focus 
оп electric fans. Growth has been steady, aver- 
aging 10 percent per annum for several years. 
Just as when it started out, Asahi continues to 
produce consistently high-quality home appli- 
ances at affordable prices. 

While the pricing strategy is to remain af- 
fordable, high quality is where Asahi chooses 
to compete, exhibiting superior workmanship 
and gamering extraordinarily few warranty 


nees. 


ing more than 1.500 home 


claims. High quality and worry-free use justify 
the higher cost with loyal Asahi customers 


THE PRODUCT 
Asahi sells more than 800,000 appliances a 
year. Ив range of products is wide, with the fo- 
cus on fans, Every fan and other appliance from 
Asahi is manufactured in strict compliance 
with government and international. speci 
tions. All efforts are concentrated оп meetin 
established standards for quality and safety. 

With high quality leading the way as the com- 
pany's standardization regarding all its product 
Asahi produces more than 40 models of elec- 
trie fans. Asahi fans are not ordinary. Many 
boast unique high-tech features, Customers 
choose Asahi fans for their bright colors and 
user-friendly designs, And, more important, cus- 
tomers come back to Asahi fans for their next 
purchase because of the faultless, silent perfor- 
mance delivered by its aluminum motors. Fea- 
turing Japanese-quality magnetic wire windings, 
а carbon steel shaft, brass bushings and carbon 
steel rotor and stator, an Asahi motor delivers 
safe, worry-free performance for many years. It 
is по surprise that Asahi motors carry a five-year 
warranty. Other makers guarantee five years for 
selected models, With Asahi, it's all models 

Outstanding quality and socially responsible 
features come to mind when discussing Asahi 
fans and the company's other appliances. Asahi 
was the first company to introduce the lonizer 
electric fan, answering demand for products tha 
promote health and wellness, The lonizer fan 
produces ions, which fight pollution with ele- 
ments that combat airborne allergens, These an- 
ti-pollution elements help prevent allergic re 
tions such as bronchial asthma, atopie dermatitis 
and allergic rhinitis, Laboratory tests rev 
ionizers ше effective in c 
into the fresh air we enjoy in а morning breeze 
or by a waterfall. And we don't even have to 
get off the couch to enjoy it 

Ordinary fans merely blow dirty air 
around, Ionizer fans remove the dirt 
and blow clean air. 


averting stagnant air 


Another first for Asahi was the introduction of 
an ice and water cooling fan. It is not an air con- 


ditioner, as it has no compressor, but it lowers 
room temperature by one to two degrees centi- 
grade. It does this simply with water and ice. 


Electricity is a bi 


even 


sue and will only ge 
more expensive while Asahi filters the oppor 
tunity to reduce our utility cost. To this end, the 
company improved the timer feature in high-end, 
remotely controlled electric fans. Ordinary tim- 
ers merely switch off the fan at a specified time. 
Asthi’s programmable timer does more. Yes, it 
not only switches off ata specified time, but it also 
сап be set to switch on at a specified time. With 
this feature, consumers 
air conditioning lo switch off and the Asahi fan 
to switch on. And it all happens while they sleep. 


in coordinate times Гог 


RECENT DEVELOPMENTS 

A significant innovation found in Asahi high- 
end fans is am artificial intelli function. 
Based on a built-in LED temperature sensor, this 
function causes the fan to spin f 
depending on the ambient temperature. And 
Asahi motors, with their aluminum housing. run 
cool—48 hours continuously and longe 

Innovation never ends at Asahi. The company 
rolled ош a Tower Fan in 2008 with thre 
lating motion: 
also has a fan that has three selections are left 
and right, up and down, and infini 
that combines the first two selections. 

The following year, 2009, was also a ba 
с products, one of which be. 
came the company's best seller. This industrial 
stand fa shaped blades 
Апо 


ster ог slower, 


oscil- 


опе that covers 360 degrees, It 


year for innovat 


sumer 
¢ attractive and 
ducts appeared in 


2010, all with especially designed features. The 
company also has Twingo, a double-headed 
stand fan, a desk fan with double blades, and a 
ig fan that produces refreshingly 
without the need for water or ice. Beyond fins, 
Asahi also has a new Mosquito Killer that zaps 
dengue mosquitoes aller attracting them with 
ultra-violet light, then sucking them in with a fan 
to be zapped by grills, It is unique in the industry. 


соойп соо! air 


PROMOTION 
Asahi lets its products speak for themselves 
The quality, reliability and affordability of 
Asahi fans are the best advertisement the com- 
pany can have, And the reputation Asahi fans 
enjoy 
Customers just keep on coming back for more, 
And they bring in new buyers through word-of- 
mouth testimonials: 

You want a fan, buy Asahi”. 

Even so, not every consumer ean keep up with 
the pace of innovation in Asahi products, so the 
company likes to keep the public informed 
‘One way it does this is by using its large stable 
of "promodisers" assigned to large appliance 
stores across the country. ("Promodiser" 
contrived word used in the Philipp 
bines “promo” 
guess what a promodiser does.) 


mong people that usc them is priceless 


ith “merchandiser”, so you can. 


BRAND VALUES 

Asahi is a Japanese word that means Rising 
un, The name represents the optimism and 

тома that characterizes the company's vi 
sion, The Asahi brand has become а byword for 
тома of the home appliance indust 

The name symbolizes the company's forward- 
looking approach and the need to continually 
look for new ways to improve. Indeed, Asahi is 
widely recognized to be synonymous with high 
technology, and to be 
introduce the latest know-how and methods in 
home appliance manufacturing. 

Asahi also fives to serve, with an afte 
service program that is continuously being up- 
dated and improved. Asahi parts and service 
centers сап be found far beyond Metro Manila, 
covering Luzon, the Visayas and major cities in 
Mindanao, Things rarely go wrong with Asahi 
appliances, but when they do, technicians ate on 
call and parts are available to put things right 
Parts are replaced and units are repaired and re- 
tumed as good as new, ав soon as possible. 

Asahi is a Superbrand with its consistent de- 
livery of the brand promise, making it the brand 
as itis, Integrity is what we are all about 


THINGS YOU DIDN'T KNOW ABOUT 
ASAHI 


O Having achieved a warranty claims rate 
as low as 0.0003 percent, the compa- 
пуз Quality Assurance Department still 
works double time to improve quality 
and meet all objectives. 

O Asahi also offers many other home ap- 
pliances. These include LPG stoves, 
electric stoves, rice cookers, hotdog 
‘waffle makers, oven toasters, electric 
kettles, blenders and flat irons. The 
company even makes weighing scales 
and pressure cookers. And don’t forget 
the dengue mosquito killer. 


‘sociated with efforts to 


sales 


ТНЕ МАНКЕТ 

Best World International Limited sources, for- 
mulates, brands, and distributes a range of health 
and lifestyle products under the brands; BWL. 
Avance, DORS, DR's Seeret, and DRs Seager 
titles. The products are based on a Life- 
approach that focuses on transforming 
tomers through three integral aspects of well- 
ness: the Inner Harmony, the Outer Harmony, 
and the Lifestyle Harmony 

Best World specializes in the developmen 
manufacture and distribution of premium sl 
incare, personal care, nutritional and wellness 
products, to discerning customers around the 
world, The Primary Customers of BWL are our 
distributors who testify the positive effects and 
outcome of the BWL products 

BWL Health and Sciences Inc. provides health 
and wellness products of the highest quality by 
which we maintain our competitive edge through 
sustaining product innovations, embracing ad- 
vanced Research & Development technol 
and safeguarding our customer-focused values. 

BWL Health and Sciences Inc, is committed 
to developing а positive, harmonious, 
spectable working community with support of 
investments in its development that keep our 
distributors and staff motivated, improving pro- 
ductivity, and efficiency. This maximizes our 
shareholders’ value. 

BWL, is the Direct Selling arm of Best World 
Intemational Ltd. We distributes premium skin 
„ personal care, nutritional and wellness prod- 
ucts, with the support of over 390,000 distribu- 
nd members in the markets of Singapore 
Thailand, Taiwan, Indonesia, Malaysia, Vietnam, 
Hong Kong, China, Korea, and Philippines. 

BWL continues to expand its distribution net- 
work globally, and establish an entrepreneurial 
platform which offers a unique financially reward- 
ing programme for any individual to pursue their fi- 
nancial freedom with Best World International Lud. 


mony 
ош cus- 


ACHIEVEMENTS 
The success since the inception of the company 
has been our single achicvement to share and 
experience the successes of our distributors and. 
partners. There is n 
the financial successes of our staff, our distribu- 
tors, and our customers. 


eater glory than to share 


1990 - Best World was born. 
1991 - Developed own brand of high 
quality products 
1992 — Malaysia outlet openin 
1996 — Best world set up its office in Shanghai 
2001 - Launching of star product, Dr's Secret 
2002 - New logo for direct-selling brand 
Launch of ENP international 
sponsor system 
2004 ~ Best World Inter was 
successfully listed on Singapore 
Stock Exchange 
2008 - Launch of Singapore Regional Center 
Launch of Kuala Lumpur 
Regional Center 
Launching of Optrimax and 
Uber Air brands 
2006 — The opening of Hong Kong 
Regional Center 
2007 - Set up Taiwan Regional Center 
Opening of Best World Headquarte 
2008 - Launching of Miraglo at the 
18th Anniversary Celebration 
2009 — Rebranding of Avan 
2010 - Set up of Vietnam Regional Center 
Launch of World Learner Programme 
2011 — South Korea Opening 
Set up Philippines Regional Center 
2012 - New Best World HQ. 
2013 - Launch of R4~ Global Plan in Philippines 
Launch of Mondella 
2014 - Group CEO, Dr. Dora Hoan was 


of Direct Selling 
wapore BWL first 
al Convention on cruise 


HISTORY 
Founded in 1990, with a firm commitment to 
provide the best quality products, Best World 
Lifestyle (BWL) has since cvolved into one 
of the most prominent names in the health and 
wellness industry. As a trusted direct selling 
company, the Company aims to provide every 
individual with the best; ranging from premium 
quality products to the finest entrepreneurial 
platform. They can look forward to a better fu. 
ture with us. Best World International, BWL's 
parent company, has been listed on the Singa- 
pore Stock Exchange since July 8, 2004, 
Name(s) of F 
Dr. Dora Hoan 


r, Co- Chairman (Group 
Managing Director cum СЕО. Dr. Dora Hoan 
‘graduated with a bachelor’s degree in History 
from Nanyang University in Singapore. She came 
to know and enkindled a passion for direct sell 
ing 30 years ago. Dr. Dora has since developed the 
‘expertise in both direct selling compliment of cor- 
porate management, During this period, she con- 
tinued to further her studies and graduated with an 
MBA and PhD in Business Administration, 

Dr. Doreen Tan = Founder, Co-Chairman /Group 
Executive Director, President, Dr. Tan is one of the 
founders of the Group with 35 years’ experience 
in the industry, She has rich professional knowl- 
edge of beauty and nutrition. She holds a degree 
in Applied Nutrition from the American Academy 
of Nutrition and an Honorary PhD in Naturopathy 
from Kennedy Western University, USA. 

Optrimax Jelly Delite - launched March 
2015 - Jelly Delite is hence an innovative, 
plete and rounded formula for 

* Detox 

* Increasing bowel movement 


* Intestinal health 
* Healthier lipids profile 
* Reduce body weight 


Ори шах 5 day Plan — October 2015 - While 
on the 5-Day Plan, the body's vitality increases 
and so does its ability to eliminate built-up tox- 
ins, The body will try to initiate some tempo- 
rary cleansing reactions and this is commonly 
mistaken as “it makes me unwell 

Pollutants leave our system any way they can 
trough urine, bowels, skin, gas and breath 

These symptoms usually go away in 1 to 3 days. 
depending on the waste levels in our body. This 
cleansing process is essential to achieve good 
health and should not be suppressed with drugs. 

Drink plenty of water to help flush the waste 
ош of the body, Waste elimination via bowel 
clearing, sweating and urination will help re- 
lieve the situation. 

* Avance GLO Caps - Anti-oxidant and Whit- 
ening Capsule (lune 2016) 

* Broculin - 100 percent natural formula for 
vell protection and detoxification, Fortified 
with According to Dr. Doreen Tan “BWL want 
to help others to become more beautiful and 
healthier besides providing best 
skin & healthcare products". BWL also need to 
teach knowledge, We also have to build ап ideal 
platforms for our distributors, so they can have 
financial, physical, emotional and social well 
ness to be a better person said by Dr. Dora Hoan. 


and effective 


THE PRODUCT 
At BW 
happy person. Our products are based on a Life 
Harmony approach that focuses on transforming 
our customers through three integral aspects of 
wellness: Inner Harmony, Outer Harmony, and 
Lifestyle Harmony. Product Knowledge Train- 
ings are then rendered by our Regional Staff a 
well as Nutrition Counselling/Consultations by 
а Registered Nutritionist-Dietitian. 

* Inner Harmony — The body's health depends 
on the food we consume: Yet in today's world, our 
dicts often lack the nutrients needed to keep us at 
the pink of health, wealth. The body's nutritional 
supplement and weight management products 
give the body vital natural nutrients and let you 
stay in shape and optimum health 
always remain energetic, radiant, and positive. 

* Outer Harmony — People's confidence is 
often affected by how well we feel and look. Yet 
without care, our skins usually succumb to the 
wearing of age. The body's skincare and personal 
care products restore and recondition your skin 
thus transforming it to reveal your natural beauty 

* Lifestyle Harmony — BWL believe that to 
feel good about ourselves, we need to balance 
our physical wellness with a healthy lifestyle 
and environment, Life Harmony approach fo- 
сизев on transforming our customers in three. 


|, we believe that a healthy person is a 


that you can. 


integral aspects of wellness: Inner Harmony: 
Outer Harmony; and Lifestyle Harmony 


RECENT DEVELOPMENTS 
BWL PH Mega Centers at 
LUZON and the VISAYAS 
* Avance Wellness Studio AWS is a device 
helps us to understand our organs & body sys- 
tems" condition. It is more suited to detection of 
chronic health problems (not ide: 
other words, AWS is a tool to help us evaluate 
the supplement efficacy for specific customers 
Know the common health concerns of each 
body systems. Learn the right dietary and life- 
style recommendations and identify the recom- 
mended BWL health supplements to prevent 
and/or, manage your health concerns, 
* Skin Studio — Sk 


unique skin analytical tools available today 


for acute). In 


Studio, one of the most 


measures 7 indicators of your skin condition 
for your whole face, providing you with deeper 
insights into your skin in 
Skin Studio also identi 1 skin- 
gime exact for your skin condition and 
^ potential skin problems before they start. 
With Skin Studio, achieving beautiful skin is. 


psi 
es the opt 


care 


made effortless, Skin Studio’s 7 revelations: 
* Sebum * Elasticity 
* Wrinkles * Moisture 


* Skin tone 


PROMOTION 
* Actively posting and updating our Social 
Networking Sites such as Facebook, Twitter, In 


ny website to keep our dis- 
iributors posted on what is/are our promo events 

* Reproduce Product Flyers and Tarpaulin 
through SNS to help them be fully informed 
what is/are the benefits and effects of our prod- 
uets to them. 

Си brigade to widen our scope 
of customers as well as distributors. 

+ Frequent Radio Guesting that explains 
more on the effectiveness and health benefits of 
BWL products 

* Lately we launched our Online Store. Cus- 
tomers Distributors can now purchase products. 
through our Online Store which creates more 


тоц te 


convenience shopping experience 

* BWL Philippines Anniversary — Corporate 
anniversaries are а wonderful opportunity to 
communicate with our audience — clients, pros- 
pects, employees, and beyond — and a perfect 
time to share our story. It's a chance to talk 
about why we started your business in the first 
place, where we've been, what we do, and what 
makes us different and an opportuni 


to thank 


employees and clients who've helped you reach 
this milestone, 

* Health & Wellness Forum — A day filled 
with knowledge through health and wellness 
through wealth. Doctors from dilferent sp 
cializations such as Dermatologist, Optomerist 
Integral & Alternative Medicine, Naturopathy 
nd Nutritionist will talk, share and give FREE 
CONSULTATION to every attendees! 

* Product Launching Твс product launch 
signifies the point at which consumers first have 
access to a new product, Last October 10 same 
day as our BWL Anniversary we launched our 
Optrimax 5 day plan 

* Fun Run 

+ BWL Convention = Annual gathering of 
BWL Distributors around the world. It is one 
of the mast anticipated event of the year, a day 
filled with recognition of newly promoted Sil- 
ver Director, Gold Director and Platinum Di- 
rector. Also, Million Dollar Ac 
be acknowledged. 


rers will also 


BRAND VALUES 
Best World is perceived as a global leading 
Health and Wellness Company, a key regional 
player in the skincare, personal care, nutritional 
and wellness industry dedicated to creating prod 
ucts that enhance the lives of our customers. 
Best World Lifestyle is committed in dev 
oping a positive, harmonious, and respectable 
Working community and our continual invest- 
ment in their development will keep our dis 
tributors and staff motivated, improving pro- 
ductivity and efficiency, thereby maximizing 
our shareholders’ value 


THINGS YOU DIDN'T KNOW ABOUT 
BWL 


O Best World isan idea of two wonderful and 
of BWL namely Dr. Dora Hoan and Dr. 
Doreen Tan. Twenty Five years аро during 
the time that they are planning to start up à 
new Company Dr. Doreen Tan hoped that 
their Company could find the best products 
їп the world so that it can really help the 
customers and distributors, Together they 
hoped that one day the Company that they 
started will become a world class brand, 
The Company is named “Best World” to 
indicate that we have the best products and 
the best brands. Through out the years the 
Company has proven it's quality and сЕ. 
ficiency in Health and Wellness reaching 
different Countries and spreading the Best 
Life Style the World can possibly have. 


А. за, К, 


ТНЕ МАВКЕТ 

Boardwalk Business Ventures, Inc. is а compa- 
ny fueled by the desire of its owner 

poverty. Having been exposed to communities 
with families without stable sources of ined 


ing up, its owners, Bernardo and Imelda Made 


га, were motivated to conceptualize a business 
that will help address poverty, This has led to 
the foundation of a company centered in pro- 
Viding sustainable livelihood and continuous 
opportunities to the less fortunate enterpri 

Filipinos. Boardwalk is not just about ск 

but а lifest 


women's and kids’ appar 

Boardwalk caters to a wide range of custom 
ers- including those who are fasl 

and iness-savvy. Boardwal 

model empowers its Personal Sh и 


only "style" their clients, but also h 
it. It is Boardwalk's 


price, and quality which dra 
With more people being business-s т 
What is termed аз "metro" today, fashion ai 


ACHIEVEMENTS 

Twenty five (25) years ago Boardwalk was born 
into existence. И persistence in the market 
place has earned for itsclf а niche amongst the 


HISTORY 


wcomers i ndustry a chance to thrive 
with the 100 Mode! 


ving promising young de 
»rtunity to establish their own 
and internationally, To date, this 


company has helped ever a million Personal 
Shoppers along with introducing hundreds oí 
dels and di ashion industry 


THE PRODUCT 


A catalog merchant such as 


th many emphasizing clothing and life 


style products, Unliki 


tial advantages and disadvantages. The 
catalog showroom approach allows customers 

p wii aving to carry their purchas- 
es throughout the hey shop. Possible 
downsides includ tomers may be re- 
quired to g contact information whe 
n order is placed, take the time to fill out order 


RECENT DEVELOPMENTS 
Boardwalk is aspirin 
Fashion for Social Chan 

nto vog 


to become a social en 


While online shopping has come 
especially with logistics services having im 
proved over the years compliment with cash or 
delivery 
able its prodi 
products closer to its consumers 
Nowadays, c 
to sell their products into online cata- 


Boardwalk pioneered making ауа 


catalogs bı 


mpanies are turning their print 


This new trend is intended for consum 


and some other advanta 


ves. A catalog website 


includes prices, discounts, tools, shipping ор- 


tions, different methods of payment, and more 


Online catalogs have several advant 
(ог both the 
the integration of the online catalo 


eller and the buyer. They allow 
with the 


database and this translates into. 


Online са 


an additional sales channel 
make it easier to find new clients on line with 
ош spending on more printing materials. These 
catalogs allow for more flexibility as they car 
be chai 

Anot 


from home 


ier benefit is the convenience to buy 


Buyers do not need to spend time 
king 


advantage 


or fuel to drive to one store and another 
for the products they need. This is a 
people, and also 


for elderly impaired people 


for people who already spend time and fue 
driving from their works to their homes. Online 
catalogs also allow the buyer to compare prices 
and choose the articles that are more convenient 
for them any time and to place orders during the 
day or night 


Online catalogs can be enjoyed imm 


as opposed to physical catalogs that one has 
are mailed. A 


s is that they are paperless 


10 wait until they other advan: 


therefore, people using them do not litter 


Опе convenient aspect is that once one chox 


es what to shop and where to shop it, one can 
mmediately to the specific website and buy the 
article without wasting time trying to look for 


a spec he web, For those 


sites offer the р о download straight 


from Boardwalk website 


PROMOTION 
Boardwalk utilizes a mix o 
social media in the promotion of its products. 


traditional and 


Each and every one of those we have assisted 


ives improved as Boardwalk 
remains ready and willing to provide every 
one with a level of prosperity and abundance 
hey can all look forward to, With over 170 
business centers strategically positioned in 
key cities around the country and the world 
and with its extensive collection of stylish 
and world-class fashion and lifestyle prod 
ucts, Boardwalk remains steadfast with their 
pursuit to bring the Boardwalk mission and 
vision to new heights. 


Boardwalk udvertises via traditional, digi 


al and social media to promote public aware- 


ess of the business. It also has out-of-home 


\dvertising for maximum impact, Promoti 


nd discounts play а very important role in 


our catalog sale premiums. These premiums 


uke available to our consumers affordable 


The promotion is direct to. 
ers displayed in our own print and 


styles in vc 


BRAND VALUES 
Boardwalk is perceived to be the no. 1 brand 


in the mainstream market. Boardwalk's brand 


logo elicits instant recognition. The fact that 
customers buy, wear, and are proud of our 
products makes us a SUPERBRAND. It is not 


Just about a perception but consistent delivery 
9f our brand promise that has generated our 


integrity in the market making us “the brand, 


he SUPERBRAND! 


THINGS YOU DIDN'T KNOW ABOUT 
BOARDWALK 


> Recognized as one of the best busi- 
ness players in the field and hailed as 
one of the most outstanding organi, 
tions in the country, Boardwalk remains, 
committed to its mission and vision to 
continuously uplift lives of people and 
provide them with the confidence need- 
ed towards the future. With Boardwalk 
Business Ventures Inc, empoweri 
people and drawing out the best that 
they can be is their top priority. Indeed, 
rs, Boardwalk has 
transformed into a world-class compa 
ny which every Filipino can depend оп 
and be proud of 


over the last 2 


ТНЕ МАВКЕТ 


We tend to always take our feet for granted - we 


never notice or give them special treatment un- 


less we need to or unless we feel pain, Wearin; 


shoes without socks or even wearing the wrong. 


socks give our feet agony they don't deserve 
So it's imperative to choose the socks that сап 
cuter to all our feet's needs — Burlington is the 


perfect pair for that. Burlington was, and w 


forever be, the esteemed Socks Authority 


Comfort, hygiene, fashion, protection, and 


freshness — these are the attributes that Burling 


ton is known for, Burlington has mastered the 


art and the science of combining quality weave 
and comfort into hosiery, Beyond the brand is 
а pair of socks for every look, use, and feet 
may it be sporty, casual, formal, for school, or 
work, for men, women, or children. Over the 
years, Burlington has also expanded into differ 
ent products such as foot accessories, shoe care. 
and undergarments 

Burlington is the trusted trademark owner of 
three Philippine brands: Burlington, BioFresh, 


and Camp Socks, The company also trade- 


nal socks brands like Puma 
and Bally. With this, itis just evident 
io be called the Socks At 


ACHIEVEMENTS 


proved its worth 
top retail stores i 


years, including be 


and a Superbrand awardee 


when the owners envisaged a bu 
would lead the s 


laid the founda 


у that would in time reach 


quality. In 1992, company ex 


nachines into the industry, To date, Burling- 
ton boasts of more than 300 stores nationwide 


with no mergers ог acquisitions concentrating, 


on its core competence and responsibility 
First was the new company name, Burlington 

Industries Philippines, Inc., which followed a 

comprehensive modernization program, includ: 

ing the automation of manufacturing 

Burl 

phalanx of Italian-made machines, The compa 


эп now operates a fully computerized 


y's research and development also aggressively 


pursued innovation with sensitivities finely 


tuned to detect ever changing consumer prefer 


ences, The team's finely honed skills enabled the 


company to respond to market changes by de 


veloping products to satisfy consumer demand. 


THE PRODUCT 
The company prides itself in offering the widest 
с of hosiery and foot care products. 

Aside from its signature Burlington socks, the 
company specially developed its unique sports 
line labeled XT Premier last 2013. The XT Pre 


BioFresh? 


Love Team 


#5осїзТо5сһоо! 


mier collection comprises of basic and unique RECENT 
designs that will keep your feet comfortable DEVELOPMENTS 
and protected as you do you favorite sporis. — In almost 50 years of produc 


It has соп 


ression garter for snug fit, cushion excelle 


quality hosiery and ac- 


for comfort and support, impact protection and — cessories, Burlington has extend: 


moisture absorption 

Burlington stockings mands of ever mo 
ries a wide range of hosiery. Be it knee-highs or There is a consistent up 
pantyhose, Burlington carries it all. Recently, the сви 
brand also launched its very first Do-It-Yourself 
stockings. Customers can be bold and express 


ed its product line to meet the de- 
the brand also car 


de of 


nd 


the latest innov 


equipment 


ns 
With its new рап: 


р with 


their mood — their imagination is their limit, No — Microban, the number one built-in 
matter how you design it, no run will happen. antimicrobial treatment in the US. 
Biofresh — BioFresh MICROAIR Burlington has released its best 


crobial socks are made of micrafibers 


п with Mi- 
socks works continuously 


product уст. Bur 


spun together to give the perfect comfort and 
fit, Unlike the traditional cotton, 


made up of fine threads to form a sing 


стовап 


microfiber is 
с thread. 
It captures and releases dirt & moisture leaving 
the surface elean and dry. Designed with AIR- 
COOL technology ability 
and allows for faster evaporation of odor and 
BioFresh MICROAIR 


owth ef odor 


to help prevent the g 


Microban keeps the socks cleaner, 


ger, protecting your 


it gives extra breat 


xunched last 2t 


sweat eliminates bac- поп has now introduced new sets of 


nisms that cause bad odor. — designs that perfectly fit consumers 


Compression Health Stockings (BioFresh who want fo feel clean and fresh 
Stockings) — as part of the company's corpo- within, The brand is the first and 
rate culture in providing satisfaction to the con- — only underwear on the mark 
sumers, BioFresh launched COMPRESSION ed with antimicrobial tech 


HEALTH STOCKINGS 10 fur 
one's health condition and reinstate the health 


er и 


The latest scientific studies of 


prove 


timicrobial tech 


promise of the brand. BioFresh Compression technology used i 
Health Stockings are woven in a special way so 
dually 


they go up the leg. The steady 


EU BPD and 


that they are tighter near the feet and g 


become loose а 
compression helps blood flow out of the leg, With the 
вой 


merce website. With this approach, online shop 


al media, Burlington, 


veins and back towards the heart. ^ 


sh and Puma continuously update йв сот. 


The company's passion for innovation and 


developing new products roots trom their de- 


v latest collections anytime 


perse 


sire to take good care of their customers. They and from anywhere. Discounts, freebies and free 


take the effort to satisfy all its customers by of shipping ac purchase 


mpany a mi 
fering a variety of products made with utmost 


The expansion product into sl 


quality and innovation. 


plement 
With 
No more tired Shucare. 


looking legs! s 
quality 


their partnership with 
Australia, Bi 
w offers a wide range of high 
Tordable 
use shoe care products 


ton 


With 
benefits such as bees wax and 
e, Bh 


ntly help keep your shoes 


silico o Shue 


and leather goods looking brand 
new. The cco-friendly line in- 


cludes leather cleansers, creams 
and polish, suede and nubuck 


s, water proofers and a 
lot 


PROMOTION 
Modern life comprises increases. 
enthusiasm f ple 
seck a healthy way of spendi 


BioFresh 9 
CENNE 


MEDICAL 
COMPRESSION 


nd an outlet for 
enemy. Burli 
his healthy life style and 
t sports al all 


time 


levels, from the highest pinna- 


cles to the grass roots of society 


Print ads, online efforts. 


store promotions and up to out 


of home advertisements have 


beyond with this year's Socks-to-School cam. 
р: 
Lustre as the endorser for Burlington and Liza. 
Soberano for BioFresh. 


by getting in-demand celebrities; Nadine 


BRAND VALUES 
The consistent delivery of our brand promise 
over the decades has brought Burli 
serity 


on the in- 


t deserved. Burlington is undoubtedly 
the Socks Authority in the Philippines. Burling- 
on products are the embodiment of principles 
highly valued by the company. These principles 
include commitment to the development of hu 


man resources and constant innovation, 


THINGS YOU DIDN'T KNOW ABOUT 
BURLINGTON 
O Burlington has already produced more than 
50,000 different designs over the years. 


O You can find Burlington products in al- 
most all the cities across Philippines, 
from Cagayan in the North to Zambo- 
anga in the South, from Palawan in the 
West to Samar in the East. 


O Burlington uses more than 300 different 
shades of colors to produce its designs, 


BusinessWorld 


INCREASE YOUR BUSINESS INTELLIGENCE 


The country's leading business newspaper represents 


four decades of professional economic journalisn 


HISTORY 

Founded by Ramon Magsaysay Awardee Го 
nalism, Literature and Creative Communication Arts 
Raul L 
BusinessDay, Southeast Asia's first business di 
n February 1967, In its 


sed "competent and re 


Jour- 


Locsin, BusinessWorld traces its ro 


which had its maiden issue 


maiden issue, the paper pli 


sponsible reporting of the news, 
BusinessDay n 
in duly 27, 1987, 
Unlike its predecessor, BusinessWorld has had to 
compete from the very start with с 


с its transition to Business World 


ver business dai 
lies and several other papers with expanded business. 
sections, But the paper managed to position itself 


comfortably in the overerowded industry 


not all business papers are created equal, 
AT PRESENT 

In September 16, 2013, BusinessWorld became 
1 part of the MVP Group of Companies h 
Media Quest 

The business paper comes out Monday through 


Friday (with a Saturday exclusive online edition) 


with national circu 
February 28, 2014. 
THE READERS 


d subscriber 


Lion of more than 100,000 as of 


are trendsetters and 


decision-makers — leaders in business, industry 
and government, both here and of governments 
and corporations abroad that are keen on Philip- 
pine business updates 


Coming from socio-econmic classes A, B. and 


BusinessWorld's readers are mostly male 


б) aged between 25-65 years old; are better 


educated: 80% are college grads, 6% have Mas- 
ters; are professionals, executives, office workers, 


and entrepreneurs. 


of he readers are residing and working in Na- 
tional Capital Region (NCR), while 25% are in key 
provincial cities, The rest are foreign subscribers. 


RECENT ACHIEVEMENTS & 
DEVELOPMENTS 
General broadsheets included, BusinessWorld ranks 
fourth in the industry in terms of advertisin 
enues. This, despite its five days a week frequency 
seven days of the other papers, Busi- 
nessWorld is also ess daily in 
the country” according to the Nielsen's Consumer & 
Media View Study 04 of 2012, 

To cater to the growing number of readers usi 
World, in 2011 
(m bworldonline 


compared to th 


he "most read Визи 


smartphones to access Busi 
Business World's site 
com) was launched during the Business World's 


mobile 


иһ 


anniversary party 
BusinessWorld has been a constant Superi 
awardee for Business Newspaper since 2009. 


THE PRODUCT 
Business 


led its coverage to meet the. 
phisticated reader 
ith monthly and an- 


id has exte: 


lives of aues 


a business, art, and 


Mave impacted 
Top 1000 Corporati 


publication 
incial data 


released every November, covers the fis 
from the Philippines” leading con 
Anniversary Report, 


very July, features topics of ecor 


ual publication. 


business significance 
BW Files 
lation of the 


у insert con compi- 


est government ге such as 


е orders, administrative orders, пк 


ations of the President 


rs and procl. 


of the Philippines and of nent dej 


including relevant Republic Acts passed into law by 
Congress and issued by the 
Bure 


Bu 


related regulatior 


al Revenue 


iss Special Reports, Spe- 
cial Features, EntrepreNEWS, and Health Guide 


BusinessWorld 


INCREASE YOUR BUSINESS INTELLIGENCE 


Ни LIFE 


BusinessWorld 


TOP 1000 


CORPORATIONS IN THE PHILIPPINES 


files 
Нег. 


BusinéssWorld 


For the hi 
market 


ily mobile and technologically inclined. 
vere is BusinessWorld Online (hup: 
bworldonline.com) 


the electronic version of the 
newspaper which delivers up-to-date business news 
even on weekends; and Herword.com (hitp:/hcr- 
word.com), the online female community that pro- 


vides information on everything а woman could 


possibly need, want and more. Codes, its electronic 


chives, is one of the Philippines" most extensive 


yanks of the country's business news and informa: 
tion, published since 1904, 

In addition, BusinessWorld also st 
events for its 
BusinessWorld Best Pr 
bi-annual event (since 2006) whi 


learning 


aders and advertisers: 


tices F Series, а 


BusinessWorld 


subscribers may interact with key 


gures in govem- 
ment and the private sector who will impart best 


practices in their respective company and industry. 


BusinessWorld Entrepreneurs Forum, another 
bi-annual event (since 2005) which aims to further 
raise the awareness of Filipinos of the contribution 
ofthe SMEs to ec 
redu 

Ladies Who Lund 
Forum, is 
ered women every March and October (since 2007) 
where insightful thoughts and experiences оп the 


mic 


wth and the subsequent 


jon in poverty 


‘he BusinessWorld Female 
of accomplished and empow 


'opic/theme are tossed over a sumptuous lunch pre- 
ed especially for the ladies 

BusinessWorld Student Forum is the new 
per's way of reaching out to the students (Ath yr 


college and graduate school) to provide them ad- 


ditional le 
room discus 

Raul L. Locsin Invitational Golf Tournament 
(every July, since 2010) and The BusinessWorld 
Cup (cvery December, since 2002), the two annual 
golf tournaments for friends and clients 


BusinessW 


beyond their textbooks and class- 


on. Т 


clearly, HerWord.com ope 


BRAND VALUES 
BusinessWorld, the со 


niry's premier business pa- 


rid launched webs 
is. HerWord.com 


es that 


that would 


me apparent carly 


sd а new avenue for 


of Hero 


com were put 


per, is poised to take on the nest phase of print and advice on health, training the spot 
online media's evolution. The future will see the com Filipina achievers and leting readers know 
pany in continuous pursuit of new projects, introduc- е latest in entertainment, food and travel. И recruited 
ing new publications, forging strategie partnerships, experts as columnists and encouraged readers to par 


ess solution, 


and giving its readers total bu 


Despite change, BusinessWorld’s success over the 


ticipate in creatin 
Everyday 


years has constantly been anchored on a firm 
thal a newspaper is a public trust. The company has 
been flexible enough to introduce new sections to 


belief — wrote in 


atis on the Filipina's m 
They want to be ins 
Word com are 


have been f 


meet the market's rapidly changi 
HerWord.com 

In 1995, Business World Publish 
Аза 


newspaper publishing in the Philippines, it cast its 


g needs. 


‘orporation saw 


1 of the Internet made it to the 


the poten pioneer in online 


women trying to 
ciety —they all find a рі 
Ihe W 

They want help. The 
HerWord.com 
formation оп 
the Healthdesk section & 


from how to deal w 


‚соп 


hen uncharted territory. But while 


or 


lot in what was 


the potential of the Internet may have been appar pros and cons o 


ent to matters of business and the economy, how the slve 


Internet would affect the everyday lifestyles and con 


when it 


cems of people was not yet obvious. In spite of all 


these preconceived notions people had of this strange abuse throu 


a website that truly 5р 


cosmetic su 


сто the 


a piece of their mind on issues of the 


the page, a clearer picture of 
d bec 
red. face to Her 


ordinary Filipinas that 


№ 


po women 


rprises, tr 
Her Word.com through 


ost popular sections of 


advice on every 
ith post-partum depression 


nestic violence and spousal 


Our readers have no other interest 
outside the boardroom. Yeah, right. 


OEIC 


features 


They want to make themselves better. With the 
increased num work 
force, coupled with their traditional role of keeping 
the purse of the family, financial a 


of Filipino women in 


ice has never 
been as relevant. HerWord.com supplies a steady 


stream of practical financial advice through Her 
Money, a section dedicated to personal finance, In 
addition, HerWord.com also keeps its readers up- 


xd with select features on entertainment, leisure 


ashion and food—all the litle things that make life 


з little more interest 
Pantry, Tester, Unwind and Her-o-sc 
They want to be heard, Underst 


en begins with listeni 


wom: 
ло what they have to му 


HerWord.com engages readers to participate in the 


webs h essays posted on the Her Words sec- 
al networking sites 


their 


tion to comments boxes, and о 


Facebook and Twitter, where they voice ou 


pinions or share their person 
They want to reach out, Even from it 
HerWord.com saw the importance of connecting 


with its community. Over the last 10 years, it has or- 
ganized events and fora documented on the websile's 
Forum section that aimed to stimulate discussion on 
the issues that matter to the Filipina, be it health, ca 


тест, or relationships. 


THINGS YOU DIDN'T KNOW ABOUT 
BUSINESS WORLD 

O In September 1988, the BusinessWorld. 

Тор 500 Corporations in the Philippines 

was released, It has since become one of 

BusinessWorld’s most anticipated an- 


nual publications, now known as the Tap 
1000 Corporations in the Philippines 


O To keep up with the times Busines 
World, in October 1995, ventured into 
on-line publishing making it the first 
newspaper in the Philippines—and one 
of the first newspapers in East Asia— 
to be available on the Internet, thus the 
birth of BusinessWorld Online. 


O With its remarkable growth in 1991, 
BusinessWorld inaugurated World Press, 
Inc., a wholly-owned printing subsidiary. 


@CHERUBIN 


Balloons 


Оф 


CERTIFICATION 
INTERNATIONAL 
50 9001:2008 
Cer No: Ci/ 10965 


CHERUBIN RUBBER CORPORATION 


A family commited to quality and excellence 
gne 


THE MARKET 
Cherubin Rubber Corporation (CRC) is the first 
exclusive rubber balloon company in the Philip 
pincs, The company has stood through the test of 


ind has been able to specialize in producing 
рапу balloons in various sizes and colors. 

изка fact that the Filipinos are fond of par 

small to medium 

sell. 


distribute and/or use Cherubin balloons. Our bal 


lies and celebrations. Hence 
enterprises, and even large establishments, 


loons also reach our Filipino communities abroad 


through their lug 
the Middle East, and all о 
satisficd customers are not only throu 


ge - from Southeast Asia, to 


merica, Our 


hout the 
country, but also across the world. 
Quality has always been an important factor 
for Cherubin Rubber Corporation in manufac- 
turing balloons, that our customers are drawn to 


support and patronize our brand because vi 


In addition, the company focuses on customer 


for the purpose of improving the product, our 


services, and the relationships with them 


Cherubin Rubber Corporation is contin 
improve its manpower and machineries as there is 
owth in the market thre 


still roon reaching. 


the birth of a child, to ул 
s. Balle 


various experiments and 


ACHIEVEMENTS 


Cherubin Rubber Corporatio 


ing its 30th year in business this 2016, a lon; 


line with a 


Manila to 


akeshift store back 


shop was located in Malabon, 


market, Now, the 


Cherubin Rubber Corpo d by 


or Standard. 
(Iso 
d the 


the International € 
ization for Quality Mana 
9001:2008). It 


ization 
nt Systen 


proud to ha 
ime IX) as 


Superbrand status (Vc а Seal of Ex. 


HISTORY 


dustry with 

as its incorpo- 
оп an old rented 
cubicle serv 


о Grace Park, Caloocan, to have 


he capacity for 


increased production. The first seven years of the 


n was filled with hardships 


and sacrifices, but 


In 1998, CRC transferred to its new site in 


Meycauayan City. Bulacan to again cope wi 
nd for the product and to be 
obally. CRC then ac 
s despite the соло 
ic crisis that plagued the country at tha 


ely. I 


CRC expanded its operations with 


CRC is s ed by Mr. Allan B. Lee, a 
Mechanical E aduate with a Mas- 
teral degree in Business Administration, He is 


а businessman and a manufacturer of plastic 


toys. He initiated this business venture as a 
Dai 
Yew Lee (D.Y. Lee), who dreamt of owning a 
ballo 


Quality balloons have been the sole product 


personal challenge from his late father, Mi 


that led to the success of the CRC business, Fur- 


commitment to use quality raw 
materials has earned CRC the recognition as one 
of the leading party balloon manufacturers not 
only in the country, but also in the world 


What the company has achieved is the result 


| of the combined effort of each individual in the 


organization who were working toward con 
mon objectives, led by its President and CEO, 
Mr. Allan B. Lee and in 
Chairman, Mr. D.Y. Lee 

In its 
developed and imple 


spired by its honorary 


for quality, CRC has 
ented a Q 


continual que: 


ality Manage 
ment System (QMS) to standardize company 


procedures, improve product quality and cus 


tomer satisfaction, prevent non-conformance, 
ability. In recognition of the 
compliance with the standards of 
t was certified with ISO 9001:2008 
ication International Philippines. The 


company 
the QMS. 
by Cert 


certification aff 


»s and validates the compa 
пу unwavering commitment to our customers 
and partners as a responsible leader in the bal 
loon manufacturing industry 

Cherubin Rubber Corporation is not only for 
financial gain, but also responsible for the good 
of the society. We share our blessings and con 
сег for safety and the betterment of the envi 
ronment through various Corporate Social Re- 


sponsibility activities 


THE PRODUCT 


Cherubin Rubber Co 


PROMOTION 


a Cherubin Rubber Corporation's advertising 
variety of balloon or all campaign is implemented on multiple. plat 
casions. The variety in e 5, 10, ar с television, newspapers, magazines, and 

6 (numbers correspond to the balloon’s size e internet. In addition, flyers, streamers and 
in inches when inflated), hearth-shaped, lor 


stributed and placed all over the 


nd multi-ee ко proudly ca 


s are available 


in red, pink, orang, een, light 


proclaiming th 


green, dark blue, light bl 


¢, purple. and w 
for both regular and transparent shade: 


Size 10 balloons are the balloons regularly 


seen during parties, placed on sticks or on 


Cherubin Rubber Corp 
string, Size 5 balloons are commonly used in ducts a seminar entitled "Learn the business 
nd Basic training for Balloon craft for FREE 


balloon centerpiece or floor balloons te spur 
pr mother bal 


Heart Shaped balloons are perfect alte 
ive for flowers during Valentines Day. Long 


balloon business. Basie balloon decoratic 


guide, and start-up procedures are taught during 


balloons are used in sporting events and in 

balloon crafting to make animals, flower 

and the likes. Multi-colored balloons 

alloons that are unique because of its vi- ыа 
»rant appearance, The innovative approach- RECENT DEVELOPMENTS 

es toward new product lines are geared fo Cherubi the 
development of the marketplace and cos uous bi ab 


Corporation has alway 


Balloons are packed in hun 05) and stakeholders (cu 
fifties (505), and can be on solid (single color с ppliers, and empl Cher 
per bag) or i ied colors. Cherubin b illom with its 1 ı Smiling 
loons have been the preferred brand for b Angel, hi me a hous name whe 


able centerpieces lity. unity, belief, excellence, and social 
esponsibility form the foundation of the 
company's management philosophy. CRC 
| through its balloons, will continue to aim to 
ing joy and light, and be the centerpiece of 
every party. We are, after all, a Super 


THINGS од DIDN'T KNOW ABOUT 


CHERU! R CORPORATION 
O CRC is the first exclusive rubber balloon 
manufacturing company in the PH 


O CRE conducts training and/or semi 
nars on the balloon business free for 
entrepreneurs 


Î | O CRC is a partner of various потезу 


ernment organizations like PRC, and 
its supports various community proj 
ects through donations to schools and 
other institutions as part of the Corpo 
Corporate Social Responsibility. Р rate Socíal Responsibility 


ТНЕ МАВКЕТ 
When you are stuck with the usual, the ог 


dinary and the conventional, everything be- 


comes dull and boring, Everything looks the 
same, everything tastes the same, everything 
becomes generic and everything offers no 


point of difference 


BAVI embarked on а full-scale expansion 
by the second half of 2008. The 
2009. 


named Chooks-to-Go in and the new 


lly launch nationwide with a 
п. By 2010, Chooks-to-Go 


gained market leadership with a network of 


So what do you do when every 


опе behaves as if everything is writ- 


ten in stone? It's time to break away 


and change the rules of the 


Change the rules. Reinvent the 


game, Turn the tables, Take the 
lead. That's exaetly what the may 
erick team of Chooks-to-Go did 
starting from day One 

Ronald Mascariñas, President 
of Bounty Agro Ventures, Ine 


(BAVI) 
Go is one of its flagship brands, 
n the 


industry is still immense and mar 


under which Chooks-to- 


believes the room for growth 


ket opportunities are as big as his 
vision for the brand, 

With him at the helm, the company under 
Went massive modemnization and studied com- 


mon problems faced by players in developed 


countries, includi 


g those that have folded up 
in the country. And so, the Philippine market 
welcomed the birth of Chooks-to-Go, the de- 


lieious roasted chicken brand that eventually 


became word-of-mouth among chicken lovers. 


ACHIEVEMENTS 

What's now known ав Chooks-to-Go success 
d in the pilot-test of the brand in 
007 with ten roasted-chicken out- 


fully emer 
Novemb 
lets in Visayas (Central Philippines). 


the brand has more than 1,000 stos 


larity from mill 
Sales g 


tisfied customers 


owth has been phenomenal, maki 


the do: leader in its 


the years, the brand h 
its unique 
Walang Sauce 


become famous for 


odness: “Masarap Kahit 


HISTORY 
BAVI was incorporated as a member of the 


es in 1997, It 


Bounty Fresh бг 
embarked on a ful 
cover provinci: 
sayas and Mindana 


р of compa 


scale exp 
Luzon and the whole of Vi 


At the same time, sister 


company Bounty Fresh Food Ine. (BFFI) cov 
ered Metro Manila and Central Luzon, thereby 


bringing the Bounty Fresh Chicken brand to 


the entire Philippines. 

In 2009, BAVI ventured into the oven-roast 
ed chicken business under the “Chooks-to-Go” 
brand name, completi 


he entire integration 


cycle of the pouliry operations from 
the farm to the dinner table, 
The success of the brand is ered 


ited to its forward-looking man- 


agement team, BAVI Chairman 
and BFFI President, Tennyson G 
Chen, revolutionized the broiler 


chicken production industry and 


pioncered many of the sys 
now being used by the country's 
poultry integrators. He was named 
and Master 

preneur of the Year in 2010 in the 
+ 
tion’s Ernst & Young Entrepreneur 


Entrepreneur Entre 


ly prestigious SGV 


of the Year Awards. 
BAVI Ronald R. Mascariñas. 
was the trailblazer and game changer of the 


President. 


company. A product of the country's premier 


gri-business and business management in 
stitutions (UP Los Baños and Asian Institute 
of Man 
forward. And he is not stoppin 


a penchant of seeing opportunities in seeming 


ment), he led the company to surge 
yet as he has 


obstacles and challenges. 


THE PRODUCT 
One ef the many surprising facis about 
Chooks-to-Go, aside from it being delicious 


even without the sauce, is that it is the only 
roasted chicken brand that offers two flavors 


Sweet Roast and Pepper Roast. Chooks-to-Go 


also offers a wide range of chicken pros 


well as the delicious Juicy Liempo, the brand's 
Aside from 
sh 


oven-roasted pork belly offeri 


oven-roasted products, they also offer 
chicken bought per kilo and ires 
nated chicken cut-ups. 

Fil 


ippines, offering 


The brand has become popular amoi 


chicken lovers in the Ph 


* Sweet Roast — The classic roast chicken 


flavor with a hint of honey that’s great even 
without sauce 

+ Pepper Roast — The right hint of pepper 
and special spices sets this savory oven- 
roasted chicken favor apart 

+ Fried Chooks - It's the favorite Cho 
10-Go oven-roasted chicken that’s made 
even more irresistible by deep-frying! The 
flavor sinks deep into the chicken, from the 
crispy skin all the way to the juicy meat 

+ Juicy Liempo ~ I's the Filipino’s favorite 
roast pork belly that is made even juicier 


and tastier with a special blend of spices by 


Chooks-to-Go, 


* Bounty Fresh Dressed Chicken — High 
quality fresh chicken from the Bounty Fresh 
heritage brand that is considered Asia's 


Best. It comes in three sizes: Lite, Regular 


nd Jumbo 
* Bounty Fresh Chicken Cut-Ups - Bou 
ty Fresh chicken that is cut into different 

parts that i for any classic Filipino 


chicken dish and sold at 600g packs. 
* Bounty Fresh Marinado 
Bounty Fresh cut-ups that can be cooked 


Available 


and Pepper Flavors 


Pre-seasoned 
anytime, anywhere n Classic 
Sweet, Spicy 


< Bounty Fresh Spicy Necks — Marinated 


in a unique and delicious spicy blend, Spicy 

Necks is perfect as a viand and finger food. 

PROMOTIONS AND 

RECENT DEVELOPMENTS 

BAVI embarked on an ambitious advertis- 
ign in 2009 and again in 2010 with 


ing camp: 


TV advertisements that featured a variety of 
highlighted 
sted 


the taste is in the chick 


themes and characters; each ad 


how ground-breaking it was to find a rc 


chicken product whe 
en and not in-any sauce or side dish. 

In 2015, Chooks-to-Go partnered with inspi 
rational speaker Michaelangelo Lobrin in his 
weekly TV MichaelAngelo in СМА 
News TV. 2MichaelAngelo is a talk show that 


and, Chikoy & To 


Crew, 


had their very own se with Michaelan- 
gelo where they acted out skits without speal 
The famous chicken was 


fts to Michaelangelo's celebrity g 
Choo! hed the Cho 


2015. 1 


Win wide promo in Decembe 
i month rafle promo th s its cus- 
а chance to win P1,000,000 as well as 
zes fo icken or Juicy 


Liempo that they buy. With this promo, the 
brand aims to hit two birds with one stone: fu 
ther domi (ors at the trade level by 
giving customers added value for the 


“л 


s Best Chicke 


In November of er w 
its sister company BFFI won the Asian Live- 
stock sy Award, the тов 


award in poultry and participated by 


of industry professionals in A. came 


launching pad for Bounty Fresh Chicken's 


Bounty Fres 


the Philippines. 


BRAND VALUES 

Chooks-to-Go is excellence, heartwarmingh 
served to millions of Filipino households. 
From the farm to у ng table, the сош 
пуз favorite puts the consumer at the very 


President Ronald Mascariñas. 


The company h and de- 
velopment of its commit. 
ед to building ght thing 


= consumers. This was f 


her pr 


when BAVI was awarded with the Bronze Ac 


creditation for Investor's in People (ПР) in 
2015. ПР is a standard given to companies as 
ecognition for their remarkable efforts to train 
nd invest in their employees 


BAVI is likewise e 


ged in severa 


cacy themes like improvement of general pub 
lic welfare. Recently, in February 2016, BAVI 


donated hundreds of bags of roasted chicken 


о the Highway Patrol Group as a form of ap- 


preciation for their efforts to alleviate the traf 


fic in EDSA. This was personally spearheaded 
by President Ronald Mase 
ect stakeholder in the та 


r since he travers- 


es EDSA on a daily basis. 


THINGS YOU DIDN'T KNOW ABOUT 
CHOOKS-TO-G0 


O "Chooks" is the Australian term for "chick- 
en", so the direct English translation of 
"Chooks-to-Go" is "Chicken. 


o-Go*. 


2 Chooks-to-Go was listed as the num- 
ber | restaurant in the Philippines that 
serves chicken. This was according to 
а survey conducted by Entrepreneur 
Magazine in May 2012, beating big 
fast food chains such as Jollibee and 
Mang Inasal 


O Chooks-to-Go's fanpage is the most 
liked roasted chicken brand on Fac 
book with 690,344 fans as of February 
29, 2016. 


2 In 2010, Chooks-to-Go launched * 
aw Fever”, a nationwide da 
petition to search for the group with 
the best chicken dance interpretation, 
In this competition, BAVI gave away 
P1,000,000 to the grand winner. 


с com- 


Dona Maria: 


PREMIUM QUALITY RICE 


HISTORY 
SL Agritech Corp. is a private company es 
tablished in 2000, engaged in the research 
and development 
tion of hybrid rice seed and premium qu 


production and distribu- 


ity rice. It is under the ownership of Sterlin 
Paper Group of Companies, Inspired by the 
success of China to overcome food shortaj 


shortly after the postwar era to become s 


plus producers and exporters of rice, the Lim 
family, headed by Dr. Henry Lim Bon Liong 
and ора 


sou ed the assistance of Prof 


Yuan Long Ping to develop hybrid rice vari 
eties suitable to tropical conditions prevalent 
in the Philippines 

SLAC 


the local and international pl 


has proven its competitive edge in 
Apart 
from it being ISO-certified, it is also the larg 


est local hybrid rice seed company in the 
Philippines and tropical Asia, and a market 
leader in premium quality rice. Doña Maria is 


the first local rice brand to be exported. 


THE PRODUCT 
Doña Maria Premium Quality Rice is avail- 
able in the following varieties: 


Jasponica possesses the best fe 


of the a nd delec Jasn 


Japanese rice 

Miponica has the unique features of Phil- 
ippine М Fluffy 
and sticky. it is id dishes like paella, 


sushi, and risotto. 


Jasponica Plus strikes the perfect bal- 


Doña M; 


known as the leading 
deli 
Jaspo 


in is w 


he m 


us and palatable 
Brown а 
с variet 


ice options 
Miponica Brown. 


These brown 


ies capture all the qualities of its white rice 


but with the additional health 


counterp 


benefits that come with being 


rown. Jasp- 


oncia Brown has a 
while Miponic 
the bite 


uty aroma and texture 


nd full to 


Brown is m 


and has 22 SKUs available 


supermarkets wide 
is now present in convenience stores. Res- 
taurants and other food estal nents are 
also serving this premium rice variety 


=== 


ЈАЅрОМСА 


RECENT DEVELOPMENTS 

Doña Maria Rice being Halal-certified, now 
exports to the United Arab Emirates and the. 
United States of America 


PROMOTION 

Ройа Maria has continuous sampling in su- 

permarkets and actively participates in ex- 

and expos, both local and 

ad. Tri media is likewise utilized through 
TV. prin 

celebrity endor 
aldub 

eptions for sincerity, quality of prod- 


bits, trade fairs, 


ids, and social media. The current 


er is Alden Richards of the 


famous He generates 
the p 


uct and preference of the Filipinos. 


nation craze 


BRAND VALUES 


Doña Maria supports Filipino farmers through 


company's contract growing program. It’s 
yielding characteristics and premium 


1 


оге than double their produce а 


farm gate price enables the Filipino growers 
d income 


thereby promoting rural development. 


Bawat butil ay makakatulong ха тасха 


(For every bag you buy, you help a 
rmer achieve his dreams.) 


THINGS YOU DIDN'T KNOW ABOUT 
DOÑA MARI 


O The Chairman and СЕО, Dr, Henry 
Lim Bon Liong, spearheaded the 
Rice Bucket Challenge in the Philip 
pines as part of his Corporate Social 
Responsibility program. In 2015, he 
gave away 5,000 buckets of Doña 
Maria Brown Rice to the poor Fili 
pino families, which he will be do- 
ing every year thereafter, with the 
hope that marginalized people in our 

the (health) 

benefits of the best tasting rice. 


socicty may experi 


SL AGRITECH 
CORPORATION 


Agri-Technology for Mankind 


ЖС ҮСҮ 


ГОР | 


ni 


— 
— 


THE MARKET 
Google says the Network Market 
nesses (MLM) in the Philippines are spread: 


ing Busi 


ing like a virus 
1 


work marketing companies as well 


top multilevel net 


even unregistered companies due to the prof 
its that can be earned, These perceived profits 
spread like wild fire enticing the whole family 
с and 
They 
see the 'million-income-potential’ and tend to 
ister to the Network Mar 
company they are 


to participate upon hearing of real est 


tomobiles that can be easily earned. 


lake the bait and п 


ketir avited into. 


Direet Selling is a legitimate marketing me 
dium, a face-to-face selling of products to the 
consumers by an independent distributor or 
sales agent. Other than the poor public pcr- 
ception to many, direct selling today is a very 


successful selling platform eng 


ers with convenience, sometimes credit, ап 


providing that personal touch marketers try so 


hard to achieve. This platform saves оп 
retail stores, and logistics allowing for 
better spreads for the seller to earn more. АГ 
value for product, providing best 
of quality ог 
key to the trade 
beauty, health, and wellness products. 


fordability 


consumable products are 


These are mostly in the line of 


Our beauty and cosmetics line consists 
4 Thirty 


solution that сап 


ап anti-microbial germ proof 
be used on our hands and оп 


solid surfaces 
+ Savouné natural a 
whitenin 


Slime and Bee Venom, 


an al z and 


soap containing Al 


DOT 


th and wellness: 
+ 24-Alkaline С 
+ 24-Green Restore à 


h juice that 
Barley 


redients, 


contains four powerful in 

Wheatgrass, Goji and Stevia. 

* Café — instant coffee drink with Ashitaba 
is. 

* Choco — instant cocoa drink with Ashi- 

taba and Chlorella Extracts. 


+ The EM-CORE Pendant 
t that co 


a black pen- 
d 


We cater to the needs amily 
member in terms of healthy living by offer 
ing products that are essential to the daily 


physical activities of the family. Our com 


pany believes that most consumers should 


be made aware of the benefits of taking food 


supplements in order to prevent discases and 
illnesses that come pollution, an un. 
healthy lifestyle, and stress. After all health 


is wealth! Being healthy throu 


is the key of life 

EM-CORE DOTNET's consumers are en 
ed to become indepe affiliates by 
th 
am which are reasonably priced be 


oduct pack 


cause of discounts, the incentives. and com- 
missions by simply consuming products and 
ог by prom 

It is all abot 
delivered on every product. 


he benefits of our products. 


Product demonstrations are conducted regu 


asumers who turn sellers. 
gital world throug 
nd multiple social networking 


rly demo 


E T 


An awareness campaign on a digital p 


is part of our trade expertise. 


There is always room for growth in 


this market due to innovative strategies 


ot just on the products introduced but 


more than equita 


networking motivators. 


ACHIEVEMENTS 
Having partnered with more than five thou- 


sand independent а 


Tiliates from the Philip 
we have caused the intro- 
of EM-CORE DOTNET 


abrupt entrance into the 


duction Our seem. 


ingly market has 


ised disruption in the trade 


HISTORY 
* Chairman & СЕО — Mr 


businessman entrepreneur from the illu: 


Thay Reyes, a 


ous clan of the Reyes”, engaged in real estate 


owner of popular Metrowalk Complex in the 


heart of the Ortigas Center: 
* Vice-chairman & CFO 


Mr 


а luxury car trader and entrepreneur 


Rey Pana 
D 


who cofound. 


several successful companies 


in the Philippines. 
+ President & COO 


Ms. Sheryll Fariñas Ed- 
year veteran in the Network Market- 


Industry, multi-awarded in the categories of 
Top Earners, Strong Leadership and has built 
a massive network in the country and abroad. 

are located at the 2nd 


The 
floor, Metrowalk Complex, Meralco Avenue, 
Ortigas Center. 

DOTNET” Opportunities 
of Tomorrow NETwork) was established as 


main offices 


(Discovering 


an online direct selling company cofounded 
by Mr. Ibay Reyes and Mr. Rey Panaligan 
It was during this same period, a power 
ful team of network marketers led by Ms 
Sheryl! F. Edman launched an online sup- 
port system geared towards equippi 
professionalizing the approach in the net- 
work marketing industry, This gave birth to 
EM-CORE (Empowered Millionaires Core) 
Support System, 


The founders of both DOTNET and EM- 
CORE Support System merged to become 
EM-CORE DOTNET, a network marketing 
company that aims to make a signifie 


mark in the industry by strengthening b 
the “oi 
moting its powerful products and lucrative 


approach in pro 


line" and "online 
business opportunity with a unique compen: 
sation system. 

Due to the unparalleled 
pendent affiliates promoting the EM-CORE 
DOTNET brand, we have reached custom. 
ers amd business partners nationwide. We 


rowth of inde. 


have also tapped new affiliates from Singa 
Hong Kong, Saudi Arabia, California 
and Nigeria 


THE PRODUCT 
Beauty Line 

+ 24 Thirty Sanitizer - Alcohol Free and 
Fragrance Free. Non-leaching, durable 
broad-spectrum anti-microbial solution 

has a positively charged polymer that che 
cally bonds to any treated surface, It retains 
its full anti-microbial capacity for a lo 
time since it does not dissipate 

* Savouné — a blend of powerful natur 


ingredients formulated to lighten, moistur- 
izes, and keeps your skin feeling and smell 
ing fresh 
- Mkaline С 
ne-based 

+ 24-Green Restore — Key Ingredients 
BARLEY GRASS. И maintains heal 
acid 


labolism, promotes agility and exerts rejuve 


Sodium Ascorbate: alka 


hy skin 
Ikali balance, contributes in bone те 
nating effects on the entire body 

* Goji Berry 
helps in improving eyesight 


Control of Diabetes, It also 


neral well- 


being and strengthen 

= Wheat Grass — Powerful detoxifier 
reen Café with Ashitaba ai 
derma Extracts - L 


shown anti-neoplas: 


d Gano- 


iboratory studies have 


effects of ganoderm 


extracts or isolated compounds against some 


types of cancer 


*24-Green Choco with Ash 


rella Extracts 


Boosts you 


Wellness Line: 
+ EM-CORE Scalar Ener; 
The EM-CORE Scalar Energy Pend: 
ial to our Health today. This 
bombarded with negative 
s with all the electro 


our body is being 
кс waves 


and telecos 


ter pollution, electro pollutants are causes of 


It Pro 
Restores DNA Dam 


our cells to imbalance notes Natural 
Healing" Anti-a 
age, Promotes Cell Regene 


Blood 


System, Improves Perforn 


Circulation, Strengthens Immune 


с, Normalizes 


Sleep, It сайт» the Mind, Improves Memory 
and It can Energize Water. It also removes 
Pains Like: Back Ache, Tooth Ache, Head 
Ache, Migraine, Dysmenorrhea, Arthritis, 


Muscle Pain, ete 


RECENT DEVELOPMENTS 

EM-CORE DOTNET's unique business 
model is a hybrid from Direct Selling, û 
Shar 
scheme, and a Binary Network compen- 


system. We oduced the 


satio ме also in 
Turbo Proj which empowers highly pro- 
active affiliates by incentivizing them wit 
a cash bonus or by rewarding them with free 
product packages. 


EM-CORE DOTNET is in р: 
an insurance company that 
ict package sold. The product 
ze comes with an ATM card that serves 


teway for our affiliates” commissions. 


PROMOTION 

EM-CORE DOTNET is evolvi 

independent 
on whi 


with a p 
believe in both the Network Marketin 
Health and Wellness 
are determined individuals 


indus. 
try and in the Beauty 
industry. These 
icd to Ьссо 
keters and entrepreneurs 


drea 


trai ne world-class network 


ed with thei jal freedon 


helping others, und the world, 
and spending m 


loved ones. 


с quality time with their 


EM-CORE DOTNET regularly conducts 
business and product presentations called 
B.O.S.S. (Business Opportunity & Success 


Seminar) in our Main Office and in the ED. 


BECs (Business Expansion Centers) nation 
wide. Our affiliates also conduct the B.O.S.S. 


h the one-on-one presentations, semi 


nd even in 
webinars. We 
sponsored and co-presented special movie 
arketing partm 


mars in multiple venues, hotels, 


private houses, and of course 


serecnings organized by п 


EM-CORE DOTNET has successful 
launched the Business Expansion Carav 

hat covers regions in Luzon, the Visayas, 
and Mindanao. Product and business semi- 


mars were conducted together with product 
and life chan 


and affiliates 


; testimonies of consumers 


BRAND VALUES 
"Wc improve lives". This simply put is what 
we do! 

The EM-CORE DOTNET’s logo consists of 


six rings representing the six zeroes in a mil. 


ion, and the four corners symbolizes contin 


uous growth and expansion to all directions 
(represents North, South, East and West), 
The “ЕМ” in EM-CORE DOTNET means 
Empowered Millionaires, With this as part 
of the company's Mission and Vision, we 
esponsible Network Marketi 
neurship. We have a unique holistic training 
affiliates 
nd 


uplift, and improve lives through 


ind entrepre- 


program that aims to develop o 


entrepreneurial skills, personality, values, 
leadership. We strongly believe that the Net- 


Marketing industry can deliver and Em 


power individuals to become Millionaires, 

EM-CORE DOTNET also continuously de- 
velops its products which are the heart and 
soul of the company. We believe that our 
АВС Affordable 
Best of Quality, and Consumable 


THINGS YOU DIDN'T KNOW ABOUT 
EM-CORE DOTNET 


O First network marketing and direct 
selling company that has а Money 
Back Program. 


products have the edge 


O First network marketing and direct 
selling to introduce an all-natural 
soap with Snail Slime, Bee Venom, 
and Algo White with ап instant 
whitening effect 


О The EM-Core Pendant demonstra- 


tion instantly improves flexibility 
and strength 


CHINESE DELI 


from the US. It was then that Gerry knew that Eng 
Bee Tin hopia had tickled taste buds in America. 
Eng Bee Tin remained a struggling business but, 
through it all, Gerry remained confident, He knew 
ien the taste and quality of his Нора Ube. 
only a matter of time before success came 
his way. The tuming point for Eng Bee Tin came 
in 1988 when it was featured on the television 
travel show Citiline, hosted by Cory Quirino. The 
feature was Cory's show of gratitude to Gerry for 
patiently guiding her and her crew for a shoot in 
Chinatown weeks earlier, The TV exposure for 
Eng Bee Tin Hopia Ube marked the beginni 
its extraordinary popularity in the country 
Gerry's innate altruism, coupled with his in 
nuity, thrust Eng Bee Tin to unexpected heights, 
‘The company now reigns supreme in the highly 
competitive hopia-making industry 


2 of 


THE PRODUCT 

‘The ever-expanding Eng Bee Tin line of 
products is led by its specialty hopi aube, 
а melt-in-the-mouth pastry whose creamy 
tasty, purple 
its crust. Eacl 


ım filling is far thicker than 
Eng Bee Tin hopia boasts 
premium ingredients that blend perfectly to 
tantalize the taste buds of the most discem- 
ing hopia connoisseur, Other much-loved 
products, which add pride to the Eng Bee Tin 
brand, are hopin mongo, hopia baboy, hopia ube 
dice and tikoy, a sweet, sticky delicacy made from 
glutinous rice, Eng Bee Tin also makes choice 
Chinese breads and cakes, frozen and ready-to- 
eat fried meat and seafood products, 
Пакез, and other Filipino native deli 
The significant appeal of Eng Be 
is their innovativeness and variety 


rackers and 


acies. 
п products 
Take Eng 
Bee Tin tikoy, for example, which also comes 
in plain white, brown, sugar-free, whole, rolls 
and balls. Never failing to surprise and delight 
its customers, Eng Bee Tin concocted tikoy, with 
such flavors as corn, pandan, strawberry, ube, 
peanut, mocha and banana. 

Now an international brand with a growing cus 
tomer base, Eng Bee Tin assures quality with mod- 
em manufacturing practices. Beyond ot 
the-art food X-ray machine, it has in place a 5S and 
HACCP-compliant operation system to guarantee 
consistently wholesome and safe food products. 


RECENT DEVELOPMENTS 

То date Eng Hee Tin Chinese Deli has intro 
duced more than 25 flavors of Hopia in the mar- 
ket. И includes the three flavors of Hopia Combi 
(а combination of two flavors), the tempting 
Mochuccino and Choco-peanut flavors, the two 
flavors of Mochipia ( the hopia filled with a bit 
of glutinous rice), and one of the newest addition 
to the family, Custard Hopia , now with three 
flavors to choose namely the Custard Classic. 
Custard Ube and Buko Custard 


The most recent developement introduced 
outstandingly in the retail market is the Golden 
Pork floss Hopia made with a dried meat wool 
like filling perfectly covered with a flaky-crust 
Packaged individually and sold in a box of 12. 
To lead the innovation, another product offering 
from the popular hopia maker made a name in the 
market. Ube Pao, a steamed, violet-colored bun 
Now, 
it comes with three nutritious choices of fillings 
such as Нопсу Spicy Roast Pork, Pork Asado 
(Honey Roast Pork), and Bola-Bola (Meatball). 


with Eng Bee Tin's signature ube filli 


made an 
yolk custard filled st 


med-bun recently released 


produet and topped the talks on social media. 
PROMOTION 

Eng Вес Tin is a year-round participant at major 
trade fairs in the country. To showcase its prod- 
ucts, F nd tikoy at no cost 
in medical missions, at alumni homeo and 


during the observance of Holy Week. Th 
pany also advertises th 


h newspapers 


ша- 


Zines, television and social media, Eng Bee Tin 


has, for many years, op gade to up- 
date customers on products and promos through 


short messaging service (SMS). In the last quarter 


of 2008, Eng Bee Tin launched its first ever VIP 
Card to reward loyal patrons. With the VIP Card, 
accumulated points earned from each purchase al- 
low customers to buy more Eng Bee Tin products 
get discounts and freebies from partner establish- 
ments and receive free email alerts on in-store 
promotions and events. 


BRAND VALUES 


Its unending pursuit of excellence and innova- 
tion has made Eng Bee Tin the most trusted, 
trend-setting hopia brand in the Philippines. Up: 
holding its slogan, “Quality you can taste,” the 
hopia company has left no stone untumed to cn. 
sure extraordinary products. Testimony to suc- 
cess, Filipinos во out of their way just to sample 
authentic Eng Bee Tin hopiain the heart of Chi- 
natown, even at a premium price 
Through perseverance, creativity, clear un- 
derstanding of the Filipino customer's taste 
and good will, Eng Bee Tin has rightfully 
сатей its place as a globally recognized 
Superbrand, The consistent delivery of 
the brand promise has generated for Eng 
Bee Tin the integrity to enjoys today mak 
ing it the brand, the Superbrand. 


THINGS YOU DIDN'T KNOW ABOUT 
ENG BEE 


O Eng Bee Tin is translated as Ever Beauty 
Precious in Chinese, 

O Eng Bee Tin's hopia ube first gained 
popularity in the US before it was recog- 
nized in the Philippines. 

О Eng Bee Tin is the First hopia maker in 
the country to use a food X-ray machine 
to ensure all its hopia products are free 
from any impurities, 

O The brightly lit Eng Bee Tin stall on 
Ongpin Street in Binondo is the same 
spot of the original stall built in 1912. 

O Gerry Chua broke the tradition when he 
donated ten purple - colored fire trucks, 
symbolizing the color of Eng Bee Tin's 
popular hopia. 

O With the success of hopia ube, Gerry Chua 
isnow also called Mr. Ube, incidentally the 
‘same name of his rice and noodle house, 

Eng Bee Tin is the innovator of the most 

Chinese delicacies which led to mul- 

tiple flavors of hopia and tikoy among 

of which are the hopia combi, mochipia, 
and hopia custard series. 


O We were the first to also intoduce in- 
novative packing like pillow packing, 


foil packing for hopia and also vacuum. 
packing for tikoy. 


SODIUM ASCORBATE 
FERN-D FERN-AcTIV (TIRE) 


FERN-C 


SODIUM АЗСОКВАТЕ| 
FERN-C т ро 
хот DAILY DOSE or 2 ам 
ADDED IMMUI $ 


mos - A 3 
г 
з 


EFERN i-fern 


ACHIEVEMENTS 


The 
AL 
Vitamin C 


in the Philippines! 


5, IMS Philippines a leadin in 


9 technology services company, has 


ranked FERN-C as the no. } sodiu 
tamin C in the Philippines 


Qon | 


FERN а 
trademark of DSM Switzerland, Being t 


ascorbate vi 


ducts carries the Quali 


ет pr 


source of nutritional products next to nature, DSM 
ssures consumers of its world-class quality 
FERN-C has Quali-C® vitamin С in sodium 


ascorbate form, FERN-D bears the Quali-D 
trademark, while the vi 
FERN-ACTIV are certified Quali-Blends® 
FERN-C, FERN-D, МИКСа and FERN-ACTIV 
are certified as Halal by the Office on Muslim Af- 


fairs, This means that the pro 


ents used in producing these supplements fi 
fs of Islamic Law 


the strict practices and be 


As a brand that embodies market dominance 


and market acceptance, among other stre 
FERN-C was awarded 
2008 up to the present 
In 2014, FERN-D and FERN-AC 
Iso received the honor of this recog 
MilkCa joined their 


as а "Superbrand" from 


tion, w 


anks in 2016. 


RECENT DEVELOPMENTS 
Aiming to extend the benefits of better immunity 


FERN, Inc 


to children, aged 4-12 years of old 
launched FERN-C kidz. 


Like FERN-C, FERN-C kidz contains Premi- 
um Vitamin C from DSM Europe— which helps 
boost the immune system and protects against in- 
fectious diseases. It is fortified with Zine to assist 
in growth and development. 

Recognizing the need to integrate health in a 
likeable and fun way, FERN-C kidz started the 
campaign "Resistensaya for Lusog-Saya kids 
which promotes the healthy and fun benefits of 
vitamin C and zinc. 


PROMOTION 
Retail Promotions 
As the no, 1 sodium ascorbate brand. FERN-C 


has made the public aware of its unique product 
vantages through the “Subok Na" campaign 
FERN-C's market 


line campaign through radio, print, out-of-home 


fforts include above-the 


dia (Facebook а 


ell as 


Instagram) and sponsored 


posts as low-the-line activities 


FERN-C was also 
dustry through office tou 


ind other on-ground 


tribution and healt 
c BPO 


th & wellne 


In 2016, FERN-C and FERN-C Kidz introduced 
their brand amb. he public— The Pin 
is Family rofessional basket. 
ball play the Philippine Team 
playing in the FIBA World Cup, Danica Sotto- 
Pingris, а med actress and tv hos heir 
g kids, seven ye Mic and fou 

ng Prom 
е FERN-ACTIV, FERN-D and 
Business 
the 
bene ly cal- 


Aside g products, i-fem is focused 


asperity by cngrain- 


р to its men 
ind the New 


шогу with 


BRAND VALUES. 
FERN Inc. is a no-frills company with a firm be- 
lief in a strikingly simple but effective concept 


h 


h for the Filipino 
This philosophy has made quality health prod- 
acts accessible to millions 

i-fern stands by its vision to alleviate poverty 
hrough entrepreneurship which is reflected in the 


THINGS YOU DIDN'T KNOW ABOUT 
FERN-C, FERN-ACTIV, 
MILKCA AND FERN-D 


2 FERN-C by FERN 
« FERN-C is non-acidic, you may take 
up to 2 capsules even on an empty stom- 
ach. It boosts the immunity, making it 
ideal for people who wish to maintain 
ап active, high-resistance lifestyle 


ERN-D by i-fern. 
+ People suffer from Vit, D deficiency 
even those from a tropical country. Avoid 
Vitamin D deficiency by supplementing 
your diet with FERN-D! This is essential 
for people from all walks of life. 


O FERN-ACTIV by i-fern. 
+ FERN-ACTIV provides the highest 
percentage for a person's Recommend- 
ed Energy and Nutrient Intake (RENI). 
It gives the body Име energy boost it 
needs! Recommended for those who 
live in stressful conditions, or are en- 
gaged in an active lifestyle. 

O MilkCa by i-fern 
* MilkCa is packed with key minerals 
not present in other brands. These min- 
erals are similar to those found to the 
human skeleton, and are necessary for 
optimal bone growth and maintenance. 


ТНЕ МАВКЕТ 


Throughout the years, the FLC 


company has 


provided the highest level of quality and value 


lo consumers through department stores, retail 


stores, and wholesalers nationwide 


Some o 
our more notable customers are the SM Group 
of Stores, 


Robinson's Department Si 


Landmark, and other major department stores 
in Metro Manila 
the larger parts of Visayas and Mind. 


Also, we provide goods for 


anao through notable retailers 


which include the Gav 
sano's 
What sets us ap 


other brands is our ca. 


among others 


pubility to provide a h 
level of quality and value to 
the consumer continuously 
amd consistently throughout 


s due to our experience 
the vast network of fac 
partners, Our company 


sand 


work of ret 
inuously 


and products embody пе partners and wholesalers, We 


our desire to provide (and to be recognized by) cor nd passionate 


consumers with the best quality and value so — and im on in the market, provid- 


that people will no longer have to choose be- — ing home linens and pro 


tween quality and price 


in term lability 


All of 


FLC is committed in its expansion in terms and value for 


оГ store sales and outlets, which is achieved this is achieved also by foster 


through close and fruitful relationships with ness relations with ou 


its business partners made possible by FLC tently pr 


he leaders in terms of sales co с sales of their respective 


tributions in thei 


res. It is our aim to be the 
dp the Filipino people 
mized by all people in all walks of 


FLC's commitment to the buying public to pro- home linens and products 


vide our high quality goods and services to as апа be reco 


many Filipinos as possible. life as a brand they trust and enjoy 
Linen prod ing new, but FLC 
HISTORY continues stri und in ter 


Our company started in trading and distribu: viding con 


tion of general merchandise. But throughout — sumers with fresh and exciting new products. 


the years, we have concentrated more and more — Some of the more no 
on home based products, and now, FLC prides 
on being one of the leading prov 


the Philippines throu 


times are microfiber towels, (which are made 


lers of home of synthetic fibers that provide enhanced per- 


linen i h our nationwide — formance у and durability 


as compared to traditional cotton) and bamboo 


fiber towels (which is friendlier to the environ 
ment as it uses renewable resources, and at the 
same time offers better comfort, absorbency. 
and durability). As you can see, we pride on 


premium goods not only to the exclu. 


sive premium market, but also to the masses by 


our products the best, not only in 
quality, but also in terms of val- 
ue, Through this we hope to pro 


SS sive comfort and reliability that 


not only enhance but also enrich 


our everyday way of living. 
Innov 
In these fast-paced times, things 


move really quicky. Markets с 


swiflly and things are no different in 
our industry. As we strive to maintain 


our position in the market, we plan to 


introduce and offer more new products 


that will give our consumers even choi 


es for their home needs. 

In anticipation of ever growing demand of 
quality products at reasonable prices, FLC pre- 
pares for both increase in demand in terms of 
present consumer base and also, future con- 
sumers such as ones of the premium and lux: 
шу brackets. Plans are already оп the way t0 
launch some products that will use better and 
ultra-premium cotton fiber materials to further 


ide our quality levels into the upper eche 


Jons of consumer tastes and requirements. Also, 
woduets that will provide better "anti-bacteri- 
al" properties, just to name a few, are also in 


h Other 


с works, юте related fabric-based 
products are also planned for the near future, as 
We'd like to expand our brand to other items so 


more consumers will benefit from and en 
joy our products. ОГ course all these products 
Best Value for Money 
consumer philosophy, with our promise to the 


come with our usual 


consumers that they are getting the best product 


from FLC all the time, anytime 


x 


THE PRODUCT 


First Linen Commercial / FLC is a family- 


owned distribution and manufacturing. co 
pany located at 1185 Bambang Street, Tondo, 
Manila. FLC has been successfully in business 
for more thai 


years dealing mainly in gen- 
eral colton goods and textile products, specifi 


cally fabrie-based products and various linens 


for the home such as towels, bed sheets and 
covers, kitehen linens, wipes, ete 

We as a compa 
ing high quality 


ing our own core family values such as hon- 


pride ourselves in provid. 


pods and services embody 


esty, trust, and It is through these 


egrity 
everyday values that we instill not only in our 
selves, but in the products and services that we 
provide as well 

textile 
made from the fibers 
of the Пах plant, “Li 
mum. usitatissimum 
When made into g 
ments, it is valued for 


Linen is a 


не 


its exceptional coolness 


and freshness especially in 


hot weather, Many products 
are made of linen: aprons, 
bags, towels (swimmer's 
bath, beach, body and wash 
towels), napkins, bed linens, 
linen tablecloths, runners, chair 
Covers, and men's & women's wear. 

The collective term "linens" is 
still often used generically to de- 


4 even 
nd kitchen text 
ed because tradition. 


scribe a class of woven a 
bed, bath, tab 
name linens is re 
ally, line 
In the pa 
mean lightweight under 


was used for many of these items, 


the word "linens" was also used 


nents such 


as shirts, chemises, waistshirts, lingerie (a 


word also cognate with linen), and detach: 


able shirt colla 
torically т 
en. The 

clothi 


almost exclusively out of lin. 
side cloth layer of fine composite 
ackets) 


ments (as for example 


was traditionally made of linen, and this is 


the origin of the word “Linin, 


FLC’s featured brands are the “Ba 
sentials” and “Bed Essentials” whic 
widely accepted and is made available in 


ғ department stores nationwi 


rs now and continuously provid- 
h qual 
fy both the 
discerning tastes 
valu 
pas 


which our 


sionately embody 


BRAND VALUES 
Our b 
fact 


and thrives on the 


onsumers the best quality 
with the best value, which 


we feel is very important 


in our lives today 
importan for the modern 


Filipino family today to get the most out of 
ning and уа 
we can be enjoyed in their lives, No longer 
we have to sacrifice good quality in order 
to live within our budget. No longer do we 


their money, so that more me 


have to overpay for goods that will satisfy 
the high standard of living that everyone de- 
serves. Our products will always come with 
the p 
the most out of life through our products and 


с that anyone will be able to get 


at everyone deserves only the best when it 


comes to li ind the things that we use in 


ош daily lives. 


[3] 
а 


Pet rim над. ай 


THINGS YOU DIDN'T KNOW ABOUT 
IRST LINEN COMMERCIAL 


O Linen isa textile made from the fibers of 
the flax plant, "Linum usitatissimun 
When made into garments, it is valued 
for its exceptional coolness and fresh- 
ness especially in hot weather. 


O Throughout the years, the FLC com- 
pany has provided the highest level of 
quality and value to consumers through 
department stores, retail stores, and 
wholesalers nationwide. 


ADMIXTURES & SEALERS 


THE MARKET 


The economic data reports are booming with res 


estate on the rise with the buildings and home 
sustaining the economy. With the builders al- 
ways looking lor quality materials to make sure 


their products can withstand the test of time, the 


demand for quality products has become the ne 
cessity. Technology advancement and innovations 


however ай; th new 
products introduce with the marketplace 

Often overlooked however as the alternative to 
ordinary cement, While tile and heavy duty adhc- 
sive have become popular among developers and 
home builders, it is all about the performance they 
give in fastening tiles and stones panels in reliable 
fashion, "With emphasis on 
products, we have seen resurgence in the use of 
naturals stones in commercial and residential ap 
plications, Since natural stones are denser, harder 
and heavier than ceramic or porcelain tiles, you 
would need and stron 
cement to anchor the stone to the surface 


s play an important role w 


ven and nah 


т adhesive than just plain 


Fortress heavy duty adhesives tackle this issue 
ith excellent bonding strength with an excep 
tional elasticity for walls and floors, “Just use For- 
tress heavy duty adhesive to fasten properly your 
s onto the surface. You will h 
* adds Engr. Cast 


finishing mat 
а happs 


and contented client, 


ACHIEVEMENTS: 


Stone claddings and tiles are often the basic bu 


ing blocks for the fi 
Adhesives became popular when it was found ol 
that they perform much better than ordinary се 
"You will need the ri 

you ше installing your tiles”, says Raul, "Cement 


inp of your dream home 


ment adhesives wher 


hardens over time and when you have walls that 
micro shifts and moves, the cement you use cracks 
which results into poor adhesion and loose tiles 
Installed for both walls and floors, these normal 
occurrences are often associated with poor work- 
manship as “Карак”. or loose fillings and air gaps 
underneath the tiles. 

When tested, they usually give a hollow sound 
when tapped. "When cement hardens all the wa 
tor inside the mix migrates to the nearest opening. 
these are found at the edge of the tile installed. If 


grouted too early, the excess water cannot escape 


and is left inside between the tile and the c 
the adhesion, With Adhesives, the 
mix remains flexible enough to carry the excess 


mix, looscrin 


moisture without allowing for hardness to set it 
Elasticity is also necessary when walls and floors 
micro-shifts during the span of the super structure 
adds Raul, “adhesives have the properties to pro 
the tiles from movement and loss of adhesion. 
“Itis an honor and privilege for us to be awarded 
‘Superbrands’ status, a recognition that is admired. 
and accepted both by local consumers and recog- 


ADMIXTURES & SEALERS 


nized by the inten unity. It goes to 
show that we are on the right track wh 
to providing consumers only the best quality and 
value-for-money products available, 
tress Marketing Man: neer. Raul Castilo. 

With the sustain PERBRAND status, 
Fortress is available to eain entry in accreditation 
and acceptance by local builders, contractors, ar 
"The technology and for- 
used by our products an 


states For 


chitects and specifiers 


wwe money for the ins 
Raul, “with improved bond: 
-ased elasticity and low shrink: 


protects the surface 
lifespan. The quality of our product 
buy 


re assurance to the consumer that they а 


ing the right materials for their installation works. 
As a SUPERBRAND, we have proven the reli 
ability and consistency of our products." 


THE PRODUCT 

FORTRESS admixtures offers admixtures such as 
tile and heavy duty adhesive, skim coat and joint 
ing compounds to save you time and money for all 


your masonry installations and projects. Formula 
edt 
tress admixtures are manu 


you total control for all installations, For 
tured using premium 
binders, natural sand fillers and chemical additives, 
and heavy duty adhesives are used 
to fasten ceramic, porcelain, granite and all dif 
ferent kinds of stones onto floors and walls, “We 


Fortress til 


recommend to us Fortress tile adhesive on floor 


THE MARKET 
Milk- producing mammals is part and parcel of 
our agriculture as much as it survived man for 
many a century, As recorded goats were among 
‘our earliest domesticated animals, first adapted 
in western Asia from wild forms about 10,000 
to 11,000 years ago. Cattle were domesticated in 
the сити Sahara by no later than 9,000 years 
ago. One primary п 

make 
ing. These domesticated animals were good for 
milk and it's by products like cheese. The 
evidence to dairying for the processing of milk 
fats comes from the seventh millennium BC in 
northwestern Anatolia, Milking dairy herds and 
transforming them into dairy produets such as 
butter, and cheese 
combined techniqu 


ison for this process was to. 
a source of meat easier to get than by hunt- 


arlicst 


s only known be 


ered the only potential method of recognizing 
the processing of dairy products. Milk is very 
much part of our daily lives today 

Consolidated Dairy and Frozen Food Cor 
poration markets Milk Powders, UHT Milk. 
Cheeses, Butters, French Fries, and Oils and 
Fats. Our customers ranges from the Indus- 
trial $; 
URC), the Food Service Industry (Hotels and 
Restaurants), and Supermarkets (SM, Pure- 
gold, Robinsons and Convenience Stores). The 
quality of our produets is sourced from the best 
of cattle and its grazing lands 

Our products are both competitively priced 
(much more affordable than other available 
brands on the market shelves), however deliver 
the highest of quality standards, Demand is con- 


ments (Food Manufacturers such like 


use of the ^ 
of stable isotope analysis \ 
and lipid research, Until that process was ide > 
fied in the carly 21st century, ceramic strain- ef \ 
ers (perforated pottery vessels) were consi 


FRENCHIES 


The cook it yourself French Fries !! 


sistently growing with new markets south of 
Manila and Luzon to the Visay 
ins. While we reach out to thes 


dence is a virtue we are compelled to m; 


Sales and distribution while achievable need to be 


contained to give way for our quality standards. 


Producing cheese from milk was cleat 


useful invention: cheese may be stored for 
longer period than raw milk, and it was defi- 


nitely more digestible for the mers, 


While archaeologists have found perforated 
rly Neolithic 
and interpreted them as ch 


vessels on ological 


e strainers, direct 
evidence of this use was first reported in 2012. 
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FRENACHIES 


йт French Fries 


se 


Making cheese involves adding an enzyme 
(typically rennet) to milk to coagulate it and 
creme curds, The remaining liquid. 
whey, needs to drip away from the curds: mod- 
em cheese makers use 
and a muslin cloth of some sort as a 
erform this action. 


called 


combination of a plas: 


ACHIEVEMENTS 
In 2000 Milk Magic became the brand. 

Our company launches a new product (SKU) 
once every two years, The most recent is our 
“Milk Magic Filled Milk Powder" marketed 
to capture the ever sensitive customer who seek 
quality powdered milk for personal and home 
ed Dairy and Frozen 
Food Corporation has been distuptive to the 
market place while holding off 
corporate takeovers and or mergers, 


consumption, Consolida 


essive 


HISTORY 
The company officially started in the mid 
1940s trading rice and sugar 

Our founders were Marcelo Ko and Jacinto 
Ko who together established Consolidated 
Dairy and Frozen Food Corporation by the 
mid 80's in Binondo, Manila. In 2001, a 3,000 
square meter Warchouse/distribution center 
was built in Multinational Village, Sucat, Pa- 
ranaque. By 2012, a 13,000 square meter stat 
of-the-art Cold Storage Facility was erected, 
The facility has been productive ensuring the 
quality standards our products market to date 

The Company has on its vision statement to 
expand towards new products to include its 
own brand of Condensed Milk, Evaporated 
Milk. and Processed Cheese to complement our 
of deliverables. 


тап; 


025 


2. 


М 


Certified 


THE MARKET 
Fuji Weighing Scales is proudly Philippine 
made, It has been known as a Superb 
nearly а decade now thanks to its dedicat 
delivering only high-quality products. 
ЕРУІ 
FUJI brand weighing scales for commercial. 
industrial, agricultural, and medical pur 
poses. Each scale produced by ЕРУІ 
through a strin 
to ensure that all of its features are working 
The FUJI brand 
guarantees its scales' superiority, FPSI have 


for 
nto 


has been continuously supply 


nt quality control process. 
properly and built to last 


received numerous positive feedback from 
dealers and users on reliability and durabil 
ity of Fuji Weighing Scales. FUJI Scales 
serve as family heirlooms 

as generation of users 

мез! to its accuracy and 
high quality features. 

What sets FPSI apart 
fiom its competitors is 
the fact that it has its 
own in-house calibra- 
tion laboratory, called 
Ist Lab, 
balances and 


for weights. 
calibra- 
certifications 


tion pur- 


poses, The company's goal is 


to produce highly accurate weighing devices 
with its commitment towards quality. Из cali 
ion unit is directly traceable to Sartorius 
AG. FPSI’s clients are exporting outside the 
country without the company's knowled 
proof of the quality of our products. Our v 


ous clients from different industries consists 
of food, pharmaceutical, medical, co 
tion, and traditional wet markets are relying 
оп our high accuracy and reliability. FPSI is 


anufactu 
ing scales to businesses in Hong Kong, Маш 
ritius, Japan and Singapore, New Zealand and 
many others. 


currently exporting its ed weigh 


ACHIEVEMENTS: 


First Philippine Scales Inc. (FPSI) is given 


jons throu; 


ree ‘nts from 
local and international award- bod- 
ies, The company has a majority share of the 


market bec: 
well as customized sı 


every customer 
FPSI completed the ISO 9001 certification 

for Quality Man: System. 

pany was certified for its compli 


The com. 


се to dem- 


onstrate consistency in providing customer 


requirement, and enhance customer service 


through effective applications of the syst 
FPSI's Ist Lab Metrology Laboratory is an 
ISOMEC 17025 and DPWH-BRS 
accredited іп calibr 


a. The company has 


certifi 


been aceredited by the Depart 

Public Works and High. 
ways (DPWH), the Bureau 
of Research and Stan- 
dards (BRS) with ihe 
quality and 


ment 


muity of 


its products 
Throughout the de- 
vades, vari 
tional and local awards 
was bestowed to FPSI 


d services. 


ir distinction. 
industry 
ds — for Best Trade 


+ XIX International Trophy ality at 
Paris, F 
* Achievers Magazine at the Manila Inter 
Continental Hotel, Makati, Metro Manila. 
Phlippines - For Durability and Quality 
Scales Federation and Philippine Consumers, 


for Qı 


Inc. at the Kowloon House, We: 
and Quezon City 
+ Conferred оп 


ducts, 


Aven 


Outstanding Consumer 


and Services in 


Companies 


= 
парез Cece hart 
No 1weging Scie 


recognition of their product 
quality and performa 


* WHO'S WHO in the 


exemplary 


Philippine Awards 


and by the National Consumers Affairs 
Foundation at the PICC Manila, Philippines, 
< National Consumers Choice Award-FUJI 


Scales-Top Scale Brand of the Year 
* WHO'S WHO in the Philippine Awards 
and by the National Consumers Affairs at the 
AFP Theater, Quezon City, Philippines. - For 
the standards set by the Department 
of Health that made them qualify as the 
official entry of the City of Malabon to the 
Search for Outstanding Healthy Workplace 
of the Philippine Health Pr 
in coordination with the PHPP of the Health 
Department of this City 

+ Best in Quality Philippine 
Experimental Educational Research Society 


meetin 


motion Program, 


Products 


Inc. at the Aloha Hotel, Roxas Blvd., Manila, 
Philippines. 
+ Best Distributor of Prestigious Global 


Brands of Scale 
And many 


HISTORY 
FPSI President and founder Mrs, Amparo Poli 
carpio has always been the driving force and 


comer stone of the company that started as a 


mere vision. The virtue of perseverance is dis- 


inctive to Mrs. Policarpio. whose life expert 
line and resilience. 
are keys to success. When disaster struck and 
fire devastated her home in the province, Mrs. 
Pol 


cator, teachin; 


ences tau; 


arpio pursued the path to become an edu. 
in the province for 2 years. Af- 
ter she ied in 1960, she continued her 
teaching career in Manila. Due to the short- 


[E] 


е of family income, besides her teaching. 


с also engaged herself in re-packing squash 


popcorn, face powder, ceramic 
crockery bought from С 
wholesaling rice in order to a 


mese traders, and 


come, Aside from these, she exerted time and 


effort towards tutoring, offering board & lo 
blouses, at 


various types 


ing to her kababayans and sewi 


the same time she was importin 


of me al weighing scales from Taiwan, 
Japan, and the United States. Opportunity in 
disguise came, when the Taiwan dollar depre- 
ciated in 1974 with orders placed prior to the 
depreciation. Although the scales that were or 
dered must be shipped out customarily withi 


month, the items weren't served for more than 


three months, Because of the delay, customers 


can't wait and purchase from other suppliers. 


хо customers rejected the previous orders to be 


delivered. Many scales were left unsold and 
resulted to loss of profit. This triggered Mrs 
Policarpio to make her own product instead of 
purchasing from Taiwan, start manufacturin 
her own weighing scales. 

In 1977, Mr 


her teaching job and began her journey to 


Amparo Policarpio gave up 


build her legacy, First Philippine Scales, Inc 
which was before known as Philippine Scales 
Industry. While in the process of perfect 
in hı 
embarked on manufacturing other products 


the weighing scale, the entreprene! 


like portable chairs and beds. These products 


supported her family while funding the weigh: 


ing scale production. In 1978, the weighing 
scales brand FUJI was born 


Entrepreneurship came natural for her later 


endeavors. Initially, predicaments came pour 
ing as she did not possess the technical skills 
for thi to venture into multiple product ex 
pansions: washers, bottle openers, window 
folding beds, kiddie chairs, and even 


dually 


earned from these, served as capital to provide 


foldable stools. The income that she 


and sustain the financial and materials needed 


in the production of weighing scales. 


Finally in 1978, Mrs, Policarpio was able to 
Fuji Weig 
was born, She lowered the production of oth. 
D 


materialize her dream ing Seales 


er products and focused on the production 


scales 
ated with 
its new company name, First Philippine Scales 
Industry, 
Caloocan to Malabon City to efficiently cater 


In 1983, the company was inv 


Production was transferred from 
to the growing demands of its clients. 

In 1984, Mrs. Policarpio focused her full at 
tention to the scale production, In 1989, the 
company emerged as First Philippine Scales 


Incorporated (FPS) 


[ЕД 


FPSI, subse 
its doors to pi 


tomers, specifically in Davao, 


General Santos and Ca; 


de Oro C 


THE PRODUCT 
Research and 
ment 
manu 
ity weighing 
FPSI’s complete 
list of products and services 


levelop- 
ursued while th 
of high qual 
scales stayed 


in foc 


is best viewed thro 


ph. The сопу 


y's products are available in ЕРІ, as these venues became witnesses to the 


mech d the electronic types, fit for — array of exhibits that the company have par 
various application and based on the client's taken over the years. 

requirements. This includes Table and Hang- 

ing Seales, Hog & Cow Scales, Loadbars & FUTURE DEVELOPMENTS 

Load Cells, Analytical & Precision Balances, — The future looks bright for FPSI as it is look- 


Waterproof Indicators, Office and Houschold ing at a variety of new products and innova- 
Scales, Health and Medical Scales, Truck — tions, The company is committed to keeping 
scales and the Axle Weigher, All FUJI Weigh- — its status by staying in the loop with the latest 


ing Scales come with a one-year warra 


for processes in scale production, and updating 

parts and services. 

The table and hi 
10 150 Ке 

MID, has an 

passed the f 


the line of prodi 


кїз using high-tech applica 


T 0.5 


у are legal for trade (cla 


scales ranges fr 


tions to improve quality. efficiency, and a 


s — ductivity, It is determine 


to provide top-qual 
hancing Из manu- 
ind continue rendering 


tional Quality Standard and 
The 


ity weighing devices by 


с test factur 


capacity end g capabilities, 


company also has health scales, which 


first rate services to th 


r customers. Qui 


ity products and great customer ser 


Vice are the company's primary 
objectives, and these attributes. 
are synonymous with the Fuji 
Scales brand. 

The 


babies 
will. also 


export. 


products аге not susceptible company 


to its competition or the 


expand ils strate 


requirement of awareness gies and intensify its inter 


campaign because word of national exposure. Its prod. 


mouth from satisfied users ucts will be evidence of the 


qui 
craftsmanship 


are reflected over the decades. 


ity that honors the Filipino 


The company have bi nd ingenuity. It 


tively pro t line will continue to strive in all aspects 
in exhib 
ion with the Depa 


iculture, was able to raise aware- 


through p jons. of business, and keep its products innova- 


FPSI, in close coordin: and trustworthy 


reliable 


ness, and brought forth education dissemi 


THINGS YOU DIDN'T KNOW ABOUT | 


п re 5 products and 
other available services. It catered to the 29 | 
weighing scale requirements of farmers. poul- | О We offer all kinds of weighing seal 
try and hog breeders, and rice cooperatives from mechanical to electronic, with са 
Meanwhile, the World Trade Center in Pasay pacity of 0.05 kes up tp 150 tons. 
City and SMX Convention Center in SM Mall " 
of Asia have been like a second showroom t а ET. 


looking for, we ean customize it for you. 


O In the Philippines, there can be only one 
leading brand in the weighing scales indus- 
try and that is FUJI WEIGHING SCALES. 


à HANABISHI 


THE MARKET 


In à tropical country like the Philippines. 


doesn't need an electric fan? In every Filipino 


household, even those with air conditioning 
units, the fan will always be a ubiquitous item 
There was a time when only expensive brand 


were available, giving limited choices to the 


Filipinos, which the founders of Hanabish 


thought should change, After all, quality home 
products that should be able to help the Fili- 


pinos lead a more convenient life as well as 


help the entrepreneurs jumpstart their busi- 


lable, affordable 


ness, should be easily 
and practical to own, 
As the 
Bossing”, Н, 
needs of every Filipino home and small busi 
quality 
appliance centers 


Жива! na Ма 


abishi continues to cater to the 


ness ventures by providi affordable 


products. Present in all majo 
and department stores nationwide, Hanabishi 
products are within easy reach of every Filipino 
wherever he or she may be 

QUALITY IS AFFORDABLE 
Quality is expensive. It has 


grained in society's mind that the best thi 


become im. 


in life command a sky-high price. For ages, 


the right to acquire premium quality has Бес 
associated with high purchasing capacity, until. 
Hanabishi came into the picture. It introduced 


For 30 years bishi has been mak- 


ACHIEVEMENTS 
In just three decades, Ha 


If to improve the 


Пипи 


е first few years, the founders suc 


ded the product 


cessfully exp 


rs. With the children of the 
ad IN 20 


took over the b 


s. Hanabisl 


the big appliances category with products such 


as washing machines, reffigerators and now 
LED TVs 

Aside from those home appliances, Hanabishi 
also broadened its market by offering commer: 
cial appliances such as chest freezers, beverage 
showease chillers, split type air conditioners 
and the like 
When it со! walks 
he talk". АП 
requirements of the Department of Trade and 
Industry's (DTI) Import Commodity С 
nce (ICC) as well as with 
Product Standard, 

Hanabishi is also a proud recipient of vari 
ing the World Excel- 
Achiever for Consumer 
Asia Pacific 


Awards; and Seal of Product Quality for ОГ 


s to quality, Hanabishi 


our products comply with the 


the Bureau of 


ous recognitions incl 
lence's. Outstanding 

Choice Awards: Excellence 
fice, Home, and Kitchen Appliances Brand and 


now Superbrands! 


HISTORY 
Ne 


while the father of the business was the О: 


ssity was the mother of the enterprise 


family patriarch, He used to peddle glassware 


portion of the "Juan" for All, All for 


five year warranty on parts 


products around Binondo and its nearby ar- 


». Second, to re ment, where Hanabishi products 


acquiring the business acumen, persever 


уу to the daily winners. For the millions of 


ance hard work, persistence, and how t 
1 vision. During a trip abroad, Mr. Оп, 

epiphany about the Filipinos” need for 
able electric fans, and he realized the potentia 


how, the Hanabishi brand has 


a household nam 


BRAND VALUES. 
Па 
nymous with quality and afford 


of going into the home products bı 


From the on: shi was intended to 


vision was immediate 


appliances which 


Filipino families ean own without drainin become s 
their pockets, And thus the Hanabishi brand RECENT DEVELOPMENTS ability, but th 


¢ products? obvious benefits to the consun 


is more to the brand than just 


was hom 
Today, the second generation of the Ong fam- ers. The company is committed to play a role 
ily sustains the growth of the company in terms in uplifting the status of homegrown appliance 


brands by dedi self to the pursuit of ex- 


of product line expansion, deeper market pen- 
сейепсе in th iets and services it offers, 
LED in maintaining 


ous corporate social responsibility programs 


THE PRODUCT 


customers, Its product lineup ean be categorized 


into living-bedroom products such as electric manage 


2 Hanabishi is proudly a full-fledged Fil- 
ipino brand, and not a Japanese brand 
which is the common misconception. 
Hanabishi was founded by the Ong 
family in 1986 and the name Hanabi 
shi was conceptualized after combin- 


br 


nces including cludes new-age marketing 


insect killers, and air condi- — perspective 


tioners; small kitchen арр 


juice blenders, brand. Above the below the line 


eting, traditional advertising means are oí 


bread toasters, food steamer 


sandwich makers, coffee makers, microwave тъ 


ovens and stoves; white lines such ав refripera- — course part of the mix, b 


lors; and garment care products such as wash. 


ing the Japanese words hana meaning 
flower, and Aishi meaning diamond. 
Until today, the company logo carries 
the imageries of flower and diamond, 


ing machines and flat irons. Its industrial prod. 


ucts for small businesses include chest freezers 


ade 


beverage showcase chillers, commere 
food mixers, and deep fryers 


What differentiates the Hanabishi brand aside 
from its affordability and high qualities are two 


things. First, Hanabishi offers a free lifetime 


service warranty regardless of the size or type 


of appliance, plus, each appliance is entitled 


ТНЕ МАВКЕТ 
Consumer trends tend to change being that change 
is the only thing that remains constant. Some 


cades back the "trend" was all about vitamins only 
1o be replaced with “be 
today. The 


tum with the introduction of “networkin; 


and wellness" products 


arketing strategies have likewise taken 


vis "over the counter" products usually peddled in 
drug stores. Consumer habits have likewise taken a 
tum with preferences and behavior no longer c 
t market 
consumer professional marketers were used to 


patible with composition of what the tr 


Glutathione is actually fairly popular in Asian 
countries like Japan and China, particularly with 


women. Gl 


wlathione is typically used for skin 
whitening, and as a product, that’s where it really 
shines but, it сап be very helpful with а number 
of other skin issues as well. If you're considerin 


using skin whitening products but you're afraid of 


potential side effects, you should give Glutathione 


some consideration, It's effective when it comes 


to whitening the skin quickly, and it's widely re 
ten the skin. Gluta 


опе is a substance produced naturally by the liver. 


garded as a safe way to 


Itis also found in fruits, vegetables, and meats 
Traditionally, people t 


for treating cataracts and 


«c glutathione by mouth 


glaucoma, preventin 


aging, treating or preventing alcoholism, asthma, 


mcer, heart disease (atherosclerosis and h 


cholesterol), hepatitis, liver disease, diseases th 
weaken the body's defense system (including 
AIDS and chronic f 
loss, Alzheimer’s disease, osteoarthritis, and Par- 


вис syndrome), memory 


Kinson’s disease. Glutathione is also 
; the body's de- 


system) and 


used for maintai 


fighting 


Yet, there is room f 
care bu at 6.6% reach- 


ssis growing 


in 2012. Wh 


acial care. More important- 


ly, Filipinos place a high value on fair 
skin because it is considered as а mea- 


ACHIEVEMENTS: 
Year Our Brands were Launched 
2008 - GlutaMAX 
2011 - GlutaMAX Slim 
2014 - Anagen & Nice Day Coffee 
HISTORY 
Healthwell Nutraceuticals, Inc was 
founded in year 2007 at Quezon 
City, Philipp 
Chairman : Mr. Robert Nazal IT 
President : Mr, Jose P. 

THE PRODUCT 

* GlutaMAX’s clientele are mostly women who 


ке оп taking good care of 


мет skin but also having a “be 
* Nice Day Coffee Sli 


variants clientele priontize healthier 


They 
for being fit, 


lifestyle and positive well-be с deter 


ned to maint 


n their preference 
whiter and healthy. 


wih system works 


her, rcvitalizin 


thicker, healthier hai 


‘Our products are proven effective and of 


devel Healt 


g and рт ment, vell 


Nutraceuticals,Inc. is not 


of the box and expl 


opportunities with new 


healthwell 


NUTRACEUTICALS, INC. 


Mr. Robert Nazal Il & Mr. 


Jose Paulo Legaspi. 

Health and Wellness value sales growth in 
Philip 
previous year owing to healthy economic growth. 
The 2012 pert 


d disposable incomes, 


pines was higher in 2012 compared to the 


nance was strong due to in- 


advertisements, and. 


‘consumers’ inereasing priority for heal 


RECENT DEVELOPMENTS 
+ January 2014 — Launching of Gluta MAX In. 
stant White Lotion, Underam Inner Thigh cream, 
Feminine Wash 150 ml & 50 ml, and Facial Wash, 
The 
stantly ín need of high-quality and innovative 


rowing market of consumers that are con- 


re good for the body and the whole 
ell 


well-being served as an inspiration for Health 


Nutraceuticals, Inc 
Healthwell Nu 
in providing these types of products to help for 
ke Filip 
* GlutaMAX Glutathio 
Reduced Glu 
protects the body again 


accuticals, Inc. saw the need 


о become beautiful and healthier 
¢ Capsule S00mg 


4 damage caused by 


free radicals. 
+ Gluta MAX Lightening Soap with Glutath 
one 135g 


is best for all skin types, It removes 


ics dead skin cells and 
ently lightening the 
skin tone through mild exfoliation 

* GlutaMAN Lightening Lotion with Gluta- 
thione & SPF 15 100 ml. 


lightens skin tone while deeply moisturizing the 


dirt and excess oil, elimin 


other skin blemishes while 


gently and 


skin, It contains SPF 15 to protect the skin from 


harmful UV rays of the sun 
dorant and Anti-pers 
with Glutathione 5üml 


ly lightens dark underarms while protecting it 


gently and effective 


st body odor and sw 
Миа МАХ Light 
tathione БРЕ 15 30g 
skin tone and discolorations on the face such as 
spots and pigmentations. GlutaMAX 
g Cream with Glutathione SPF 15 nour- 
the skin to improve its overall texture and 


ting. 


freckles, a 
Lighteni 


restore youthful vibrancy, 


* Gluta MAX Underarm & Inner Thigh Cream + GlutaMAX Instant White Lotion with This year, Healthwell Nutraceuticals Ine, con. 


is the ultimate solution for lightening your dark Glutathione Advance (with Сей Active White — ünues to be at the forefront of new product in- 
spots! Powered by an advance and premium form fechnology) — is an advance has novations. As Research and Development has 
fiom top dermatologists, GluaMAX Under- only the premium skin lighte ог been a priority for the со п terms 

arm and Inncr Thigh Cream is sale to use mulated by top den s ide of resources, exciting new brands are on the way 
* GlutaMAX Light & Firm Facial Wash skin lightening in They are set to launch Suntastic, a revolutionary 


(With Сей Active Micro Serub Technology) * Nice Day Co 
ıd finm- fee Mix — This 10 


sh sting feature 


has the combination of skin lighter 


youthful skin ange, Healthwell Nutraceuticals Ine, is also very 


* Gluta MAX L 


& Tight Feminine Wash € 


sgressive in providing product solutions 10 in. 


в carefully formulated by the experts to safely Sugar по provide slitutional accounts such as direct selling compa- 
provide maximum results. Спа МАХ White & various diseases ies, and pursuing export opportunitie only 
Tight Feminine Wash makes the skin lighter and * Nice Day Coffee Slim 6 in 1 Coffee Mix па Asia but across the globe 


lighter while maintaining the right pH level has CLA Fat Burner that helps in shrink 


the fi PROMOTION 

dome Healthwell Nutraceuticals Inc. has invested in 
Сап nd со th advertising and promotional campaigns 
its it into energy over the years. TV, Radio, Print, Outdoor Ads, 


"Nice Day € 
fee Mix is 


Billboards, social media and 


just а few of the strategic platforms utilized. 


mixture that Ms. Gretchen Barretto, one of the beautiful 
Collagen to radiate and lighten the sk women in the Philippines has renewed her con 
Hair Tonic — is ict as celebrity-endorser for GlutaMAX. The 


ula made fr Philippine Basketball Association (PBA) has 
ppointed Nice Day Coffee as the "Official Cof 


BA 


scientifi- BRAND VALUES, 


yelean Тһе public sees our brands as an innovator i 
and effectively stimulate the scalpto providing High-Quality, effective Nutraceuti 
nourish hair, & prevent hair fall cal icts and Consumer goods that deliver 


А Hair Way for Aesthetic Needs, Preventive Health 


nd Overall Wellness. Our products are proven 


effective in evenly lightening the skin. Glut 
MAX products lighten and at the same time 


deeply moisturize the skin, It likewise improves 


When it comes to the delivery of our brand 


promise coupled with consistency — Gluta 
MAX, Nice Day Coffee and Anagen are the 
brands of the future! 


THINGS YOU DIDN'T KNOW ABOUT 
GLUTAMAX, NICE DAY COFFEE & 


THE OFFICIAL COFFEE VITAMAX-C 


OFTHE PRA 


2 Aside from being effective in lightening 
the skin, the Glutathione in ай GlutaMAX 
an Anti-Aging effect on the 


products, have 


body; can be a treatment for heavy metal 


poisoning: scarring of the lungs, Parkinson's. 


DISCOVER JAPAN'S disease, cancer and sickle cell anemia: сап 


SECRET SOLUTION T 
REVERSE HAIR LOSS. 


increase effectiveness and reduces the tox: 
is-pli 
to treat breast cancer; lowers blood pressure 


icity o inum — a chemo drug used 


in patients with diabetes; increases male 
Sperm counts in humans and animals. 


2 GlutaMAX Instant White Lotion: Break- 


through product because it makes skin 


Kutis Mayaman 4 


GlutaMAX 


веки Sov 


instant upon application. 


2 Other Uses of the Sucralose in Nice 
Day Coffee - Aside from being an arti 
ficial sweetener, the sucralose in Nice 


GlutaMAX’ EE t 
MEN 


mao is beneficial even to people with diabetes 


2 The main active ingredient used in 


Anagen Hair Grower are Jiou Liquid 


SU NTA STIC лс она 


(2 NA "n 


PARTY VENUES е CATERING SPECIALIST 


Bella Ibar 
eee 


THE MARKET HISTORY 


ТНЕ МАВКЕТ 
About plastics: The first plastic based on a 
synthetic polymer was made from phenol and 
formaldehyde, with the first viable and cheap 
synthesis methods invented in 1907 

Today, plastics are one of the most used ma- 
terials on а volume basis in industrial and com 


mercial life. Plastics are broadly integrated into 


today's lifestyle and make a major, ireplace- 
able contribution to virtually all product 
areas. Although the plastics industry 
is now in its second century, the most 
important developments have occurred. 
since 1910, However, the roots of these 
modern developments go back not only 
to the research of cellulose nitrate but 
also to the plastie-like compositions 
used by man through the centuries. 
One can go as far back as tle Old Tes- 
tament to find references about natural 
materials used as fillers, adhesives, coat- 
ings, and the like, These materials were 
the precursors of modern plastic mate- 
rials, Historians continue to differ as to 
the exact year or decade that the plastics 
industry began because the definition of 


plastic" is a matter of interpretation. 


nite, or hard the 
material to be prepared and the first ma 


that involved a distinct chemical modific: 


of a natural matcrial. But cbonite was no 


ploited commercially for some years afi 


discovery; for that reason, its historic 


tance has become somewhat blurred. 


ВАМР 


Shoe Cabinet 


st thermosett 


at 


J&T Plasticware — is an established brand in 
the Philippines serving the Filipino market with 


multiple of products made of plasties. The in- 


navations on the uses of plastics are staggeri 


considering the multi-purposes m 


а continues 


0 discover. This does not mean that the innova- 
ions are completed, in fact with multiple pur- 


pose comes a variety of designs J&T continues 


to manufacture. 
J&T is all about Quality, Functional 
ity and Design! Our quality is predomi- 


the singular consideration when it 


ло our manufacturin 


i. A stringent 
manufacturing discipline is instituted and 


strictly adhered to. There are no consider 


ations ошен deliv 


product qu 
rables. Functionality on the contrary is a 


Consideration drawn from our consumers 
who generate the demand we adhere to 
There are no guestimates as to our prod. 
ucts functions other than the direct utili- 
zation of our consumers. Our customer is 
king and as for the utilization of our prod- 
ucts, the customer decides, As for design 


features, current trends are always a sen- 


sitive issue dictated by fashion, the media. 


in general, and accepted norms. 


DRAWER « CABINET • KITCHEN ORGANIZERS • BOXES • MONOBLOC 


ACHIEVEMENTS: 


While the basie processes of n 


ber technol- 
‘ogy were developing, other important discoveries 
were taking place worldwide. Established condi 
tions of controlled nitration of cellulose were in 
troduced. The product soon became of interest as 
ап explosive and in the manufacture of collodion 
a cellulose solution in an alcohol-cther mixture 
While observed as the solid residue left after the 


evaporation of the solvent of photographie collo- 


dion was a "hard elastic and waterproof substance 
This process of waterproofing woven fabrics by 


the use of such materials became а game changer 


By dissolving cellulose nitrate in a minimum 


of solvent - the mixture was then put on a heated 
rolling machine from which some of the solvent 
was then removed. While still in the plastic state 


the material was then shaped by dyes or pressure. 


RAWER « CABINET 


DISH CABINET ТЕ i 


mATT 


* 


E 


Continuous and sustai research and de. 


velopment has driven J&T pla: 


is today. This is the very reason we have the 
consistent delivery of our products promise 
y making J&T 


the brand, in fact now a Superbrand! 


which has generated our inte 


THE PRODUCT 
J&T produces and markets a variety of products. 
with multiple designs; such like functi 
bles. We 


aal box 


ers and kitch nizers and 


ture chest dr 


itc of 
п) is all about func 
n 

Unlike other traditional plastic h 
products, J&T is the leading innovator of pl 
tic furniture for cabi 


products (photo illustrati 


tion and cost consider; 


RECENT DEVELOPMENTS 
We have introduced the all new, all innovative 
and functional RAMP shoe Cabinet and the 
popular MONALIZA sofa bed 


PROMOTION 
Tra 
erence reaching the wide mass base of our 


ditional media has always been our pref 


market audience, While we have preferred 
billboards in select strategic locations, we en- 
deavor in point-of-sale opportunities to con- 
vey to our customers the many advantages 
with J&T Plastics. J&T is the bi 
ware brand in the country 

Pambansang Plastic 


sest Plastic- 


True to its icon of 
J&T is committed to its mission of 
developing high quality yet affordable plas- 


ticware products that cater to the needs of con 


витег». We continuously improve our product 
line-up year in, and year out for total customer 
satisfaction, This dedication has not gone un- 
ticed; thanks to the aw 
the company has received from various con- 


is and recognitions 


'oups. One of which is the prestigious 


Superbrands, the international independent 


ity and arbiter on branding. 


BRAND VALUES 

The public knows J&T to be one of the biggest 
in the plastic industry. We are proud to stand 
by our brand which we have developed over 
the decade 


THINGS YOU DIDN'T KNOW ABOUT 
J&T PLASTICWARE 


O J&T is the biggest plasticware com- 
pany in the country manufacturing а 
complete line of products from func- 
tional boxes, m 
lables to chest drawers, kitchen orga- 
nizers, and a wide variety of cabinets 


bloc chairs, and 


O ЈАТ continuously develops new prod- 
ucts every year our customers should 
watch out for! 


KITCHEN ORGANIZERS « BOXES « MONOBLOC 


сш 


PROMAC UNION 


e$ | 
в 


AS 


ances have come into fashion so 


THE MARKET 


Home Frags 


much so in the past five years dilferent brands 
have come into the market from both local 


and foreign stores. These home fra 


come in all sorts of applications with a num- 
ber utilizing innovative ways to project the 

scents, The dictionary describes fragrance as 
a sweet or delicate odor (as of fresh flowers, 
pine trees, or perfume) and or something (as 
1 perfume) compounded to 


pleasant odor, It is the quality or state of hav- 


c off aswel 


ing a sweet odor. In simple terms a perfum 
ery of sorts that lingers within a 
Home fragrances may not be а necessity but 


iven area 


as pleasant as it makes our homes, our offices 
and common areas, it has not only come into 
fashion but an aspiration for many consumers 
to indulge in. After all who would prefer the 
smell of fish (during or after cooking), foi 

animal odors (dog 
pets, ete, Projecting a personal favored scent 


cats), old furniture, car- 


has come into style with more consumers ар- 


plying home fragrances to their homes, 
There are а number of innovative tools 


have been available for years to wipe out od 


‚ Of 
At C2 


ison 


HOME FRAGRANCES 


and tradition has it that candles always do the 
trick with sceni 


the humidifiers, or the simple 


There are also the ionizers, 


xhaust fans but 


these do not песе; ance that 


can and should replace foul or unwanted odors. 
Mia Макон 


has introduced a number of in 


n сев that have 
made ıl 


or applicat 


pols to project fr 
r in the market. These 
ns come in differcnt shapes and 


em popul 


sizes fit for different room and sizes. Other 
than the applications Mia Maison has intro- 
duced multiple scents and fr 
meticulous consumer 


Our cl from the A-B class or 
demography and mostly women. Our prod 
uet quality has been the driving force of our 


success. Frage: 


sold almost everywhere but lı efficacy 
п brand stand ош. 
has it that Mia Ma 


ity and by definition providing the expecta 


Public opin 


tion of the ec 


The popularity 'ailable 
in the market especially for ho 


ively new, 


is re 
owth for the market. 


s 


ACHIEVEMENTS 
Mia Maison was launched in 2006 prompt- 
ing its proprietors to multiple its stores al 
most overnight. When we started in 2006 we 
only had 4 branches and aroma oils and room 
sprays for our products. To date we to date 


manage 42 company owned branches and 15 


anchisees totaling 57 Mia Maison all over 
the country. The variety of products has also 
exponentially incre: 
Scents are no lon 


ed 
or limited to the tra- 
св today 


ditional башт. here are 


many 
new developed scents even Mia Maison has 
helped develop. Scents are subjective and 
very personal, what one may enjoy may be 
This is why the Mia Maison 


has ventured into multiple scents to please 


foul to another 


the fickle and demanding customer 
Our appl 
fier to our plunging injected scents are most 


ations from the water humidi 


popular however the scented sticks dipped їп 
fr 


ant oils are widely popular. It is not about 
just the scents our clients will enjoy while in 
‘our stores but th 


сасу of our fra 


lasting eth 
arances and the different applications they 
Allowin 


choose, for this produet expanse is 


TOW TRACRNCIS. 


about our dedication to our clients. It is not 


necessarily about an immediate sale but a loy- 


ally we have enjoyed with our customers that 
have kept us around the past decade 


HISTORY 
Shirley L. Reyes founded the Mia Maison 
Brand and thro 


almost single handedly 
its o 


erations in Pasig City 


The company 


started as а supplier in the department stores 
for different malls in Metro Manila, After a 
year, Mia Maison opened its Ist kiosk in Glo- 
rietta in 2006, Every year, we have increased 
the number of company owned branches 
Up until 2nd Quarter last year, Mia Masi 
opened for franchisin 


n 
On its 10th year this 


year, we are targeting 100 branches around 
the country 
The driving force of the expansion relies 


оп two factors; the demand from the cus 
tomers and the supply which is supported 


by the company. 


THE PRODUCT 
The Mia Maison Brand consists of Home 
ultiple applica 


Fragrances that come ir 


and scents that are made available to the ma 


TOME FRAGRANCES 


always maintained the 
nd the after 
sale services that it provides the customers, 
We listen and com 
who thro 


ket. Mia Maison has 


excellent quality of its product 


єс to our customers 
some interpolatio 
nd we idemtify 


products upon a dem: 


RECENT DEVELOPMENTS 
Now  Superbrand, Mia Maison stand out 


amongst the rest! We stand proud as a dis- 


tinet Superbrand so much so consumer pref 


erences have not waivered especially when 


side by side other brands, Customer 


loyalty is key to stay the business in the home 


fragrance market 


PROMOTION 
We have a stro 
no particular affiliation with its operators. 
We 


in multiple home presentations and even о 


business lifestyle magazines. Presently, we 
are using social media such like Facebook 
Twitter, and Instagram, This year we are 


launching our website which will allow for 


our products to be exported, We are in part 
nership with 2 


to 


major publishi 


her promote our advertising to gener 


ate the awareness for our brand. It is best to 


be on-line (digital marketing), off-line (tradi 
tional tri-media and below the line efforts and 
activities, and in-line enjoying the best of all 
platforms now available in the country 


BRAND VALUES 

Mia Maison has often been mistaken as the 
imported product and brand, We acknowl- 
edge the fact that our prices may be above 
market competition but we have supported 
this with the excellent quality of our prod 
ucts and services we are offering to our cus- 
ket positio 
iled fragrances peddled суеп 


tomers, Ош g was always 


above the rei 


by hawkers today. To complement our pres 


ence with fr and scents, we have 


introduced and offer multiple application 
towards the projection of these scents. Pack 


aging is of utmost importance and through 


the years we have favored to utilize top 


materials to the allure of 


quality раска 
our customers 

Aside from the Mia Maison logo, our 
fresh bamboo scent and water based oil has 
brand since we are the 
products 


the Brand the past decade has taught us the 


pioneers of these Establishing 


discipline of branding. And this is all about 
the consistent delivery of our brand prom- 
ise which has generated an integrity for our 
brand, making us a Superbrand today! 

The company continues to grow and has 
sustained its status as the original and the 
top leader in the home fragrances industry 


amidst competitors 


THINGS YOU DIDN'T KNOW ABOUT 
MIA MAISON 


O This is all about Mia's Home when 
directly translated, Mia is the eldest 
child of the proprietor and founder. 
When Mia, the daughter, was born, 
Mia Maison, the brand was con- 
ceptualized. Mia Maison is the top 
Brand offering home and office fra- 
grances with multiple applications 
for our customers, 


ТНЕ МАВКЕТ 
TV's or Televisions, needless to say are so 
common to date, it is all about the new inno- 


vations that have cl 


4 our preferences for 


what kind, what brand and how big we want 


‘our televisions are to be, A high percentage of 
TV owners across all walks of I 


velopi 


TV's are 
for the news and 


now essential to most if not 
entertainment it provides the whole family. Just 
like the refrig 
the flat iron to keep our clothes neat, the stove 


mors that keep our food fresh. 


that cooks our food — TV's have become an es 


sential commodity if you must towards having 


л complete household 
There 


is no clear gender preference or age 


identified for the viewership psych 


graphics 
however certain surveys have males dominate 
Audience n 


how many people 


Ieasurement. measures 
are in an audience, usually 
in relation to radio listenership and television 


viewership. but also in relation to newspaper 


ine readership and, increasin 
traffic on websites. Sometimes, the term is used 


as pertaining to practices which help broadcast- 


ers and advertisers determine who is listenin, 


rather than just how many people are listening 


In some parts of the world, the resulting rela 


tive numbers are referred to as audience 


while in other places the broader term market 
share is used. This broader meaning is also 

Measurements. are 
лаке 


most part corresponds to metropolitan areas, 


called audience researc 
broken down by medi which for the 
both large and smal 


ACHIEVEMENTS 

+ Superbrands Phili 
ed MY|VIEW 
national, Inc. is a multinational that qualifies 
eligible BRANDS to enter into the re 


marketing success. 


се Award- 
Superbrands Marketing Inter- 


ppine’s Choi 


т of 


МА 


Innovation within Reach 


+ Seal of Excellence 


Awarded by Q Asia 
s Qual 


Excel 


survey and market res 
* National Product Quality 
ds — MY; VIEW rcc 
vices that d rale product q 
* Consumers Choice — MY VIEW have met 


Excellence 


tser- 


deserves the praise and commendation of con- 
sumers and the public general 

“Best Electronics Gadgets Brand 
MY|VIEW - MY|VIEW Philippines have bee 


деп Globe Award for Business 


is conferred after 


ch ex; 
MYIVIEW п 


keting service, I 


HISTORY 
MY|VIEW, 


still counting 


exist four years and 
Founded by Mr. Rajiv 
P. Chandiramani, in Makati, Philippines. It's 


already 
day 
nission is to improve the lives of our cus 
iomers. We apply new ideas to create simple 
igh quality and user friendly products, 


THE PRODUCT 
MY|VIEW is the brand of affordable LED 
TV's 
quality materials. 

MOVE is part of MY|VIEW, the most af 


fordable brand of A 


im the Philippines, made of high 


sed Tablets and 


Android mobile phones in the Philippines, 


made of quality material and more 


excit 


RECENT DEVELOPMENTS 
Provincial Service Center 
* Bacolod City 
Western Electronies Services 
Locsin St, Bacolod City 
+ Cebu City 
Cebu Appliance Center 
Osmena Blvd, Cebu City 
+ Iloilo City 
Citi Appliance 


Adeguer St., Iloilo City 
* Zamboanga City 
RMC Appliance Repair Shop 


Carillo Drive Tumaga Putik Drive 


Zamboanga City 


PROMOTION 
Ке Cuenca 
+ SUN BROADBAND BUNDLE 
ANOTHER FIRST FROM SUN! — Get a 
32"SMART TV + TABLET + POCKET 
WIFI with PLAN BUNDLE 1299 
For every purchase of MOVETAB. 
comes with a FREE PREPAIRD SIM! 

* The Host Willie Revilla 
our product in his 
WOWOWIN @ GMA 7 

* Back to back Billboard ADs Campai 
EDSA, Philippines - 33t x SOR 

* 100 Bus ADS all over 
METRO MANILA, Philippines 


* Newspapers 


Previous Celebrity Endorser 


Endorsed. 


Major Broadsheets 
Ads Campaign 


‘or Support merchants on their marketi 
and promotion such as: Glass Display Show 
Booth, 
Flyers 


Modules. Standees. 


Wobblers, 


case End caps. 


Tarp, Banners, Brochures, 
Shelstrips, and Acrylic Stands 

* The RCBC S3rd Anniversary Product 
Fair = Cosplay as fashion? Last June 06, 2014 


Animetics became part of the 2014 MY|VIEW 
Philippine Fashion Aw 4 to share the 
latest in fashions innova ure with Anime 


characters as their Animetics be 


came more exciting as they f 


vd cosplay- 
ers with their best innovative costumes in the 
MYIVIEW segment in front of 
Animet 


participants in different categ 


io other, MY|VIEW. The 
and prize was the latest MY. VIEW 32"LED. 
TV PIXSMART SERIES 2 which de 
motivated all the cosplayers to до well 


* PHILIPPINE FASHION AWARDS 
June 07, 2014 MY. VIEW Philippine Fashion 


Awards a premiere tribute to outstanding 10. 
cal and international fashion retailers. The 

highlights. started with the MY|VIEW 
What's In & What's New Segment" talked 


about MY|VIEWS new p 
PIXSMART SERIES 2", designed to en- 
h 


They also introduced MY|VIEW’s other prc 
ucts which is MOVE powered by MY|VIEW 


wherein they carry a brand of Android Tablets, 
ops. MY|VIEW 
014 Ph 


main hig 


s the 


hones and Гар! 


primary presenter of t 


on А 


e event before the 


ippine Fash 
ards and one of 


ts of 


randiose fashion show 
һе Meet and Greet with MY|VIEWs ce 
lebrity endorser, Mr. Jake Cuenca. 


The 2014 Philippine Fashion Awards cel 
ebrated fashion for what it truly is, an art form 
mly changes. 


const An art form in which 


inspires the youth to be nothing less than in- 
Technology is a huge 
is today, 


technology moves 


novative and creative, 


what makes fashion what 


Js rapidly change 
with it, Technol 


у allows us to be up to 


te with the latest trends, which sparks up our 
Technology makes everything 
accessible to the masses, which makes people 


creative nature 


с unique and creative having the world at 


r fingertips. Fashion changes as rapidly as 
technology does, that is why on this day, fash 
ion and technology come together to bring you 
з celebration of talent that has been cultivated 


all these changes, 


BRAND VALUES 
The single distinction for МҮЈУТЕМ is the 
product quality it maintains while allowing for 


ffordability fc 


the Filipino, Bringing technol 


gets to the masses is singu- 


larly an act of unselfish п 


arketing while pro- 
vidin, 


THINGS YOU DIDN'T KNOW ABOUT 
MY|VIEW 


2 MY VIEW products do not just include 
a variety of high quality Televisions but 
of multiple gadgets and cell mobility. 


he latest innovations, 


ТНЕ МАВКЕТ ACHIEVEMENTS 


In 1907, A British scientist discovered Technology innovations has leap frogged to 
the physical. effect of electrolumi date and has brought to us multiple uses be it 
nescence, an optical and elec for the internet and communications as well 
phenomenon in which a mate advances in our daily lives making 


rial emits light in response to an 
penise of Honex 


we have made avail 


advances to the Filipino 
people. We have introduced different 
flashlights, the LED bulbs, 


ht produced cry dim and 


ther research. By 1 
rative sockets 


visible spectrum LED light was 


d and was red in colour ind electrical outlets 


The red LED's were not bright 


the first LED applications were 


military use time 
As technology progressed in th 


HISTORY 


colors became available, new 003 our founder Mr. Jonathan Hao 
lights were in demand. LED's were used in ap. from the popular Binondo vicinity ventured 
plications such as calculators, digital s ake il brighter n › introduce these innovations to the country 
and test devices, The first really bright LED's a single point. The OLED is ver tothe — Hard-pressed with these innovations to make 
were developed in the 1980's and were brighter. — EL lamp in design, using a fl of m: vailable to the Filipino, distribution did not 
more stable and cost efficient which saw the de- terials. It is different than the LED and EL lamp come easy but with iermination and fixed 
mand for LED's rise dramatically in that it volecules in the l-set that these products will generate a 
From 1990 the use of LED's became standard — layer that emits lig demand, he succ It was with the smalle 


їп various industrial applications from swite NSS pro ndustrial and alls that initially agreed to launch our prod. 
cabinets to measuring instruments, in consumer — commere bulbs With the product expanse we have toda! 
products such as Hi-Fi equipment, telephones ог handy lamp, our products are made available nationwide 

personal computers and in traffic signal installa- lampshade, d panel, extension, — The NSS products do not nec maintain 
tions for road and railway or i ar and out variety о adio, standalone гази stores dependent on the wid 


door automotive lighting. For two decades LED ceiling light and reach of our mall With the launch of the 


lights have been replacing incandescent globes i 
homes and businesses, offering a cheap с T alls a 
efficient service in a wide variety of contexts s small to large electrical re T 


The LED is a light source which use he 168 Mall stal 


ght. There are two major kinds 
ing diodes: LED and OLED. The LED is — performers i 
rent than EL lamp in that it uses а small the best qu 


semiconductor crystal with reflectors and other — fordable in all com, 


АКАИ 
ajaja 


LED bulbs, the sockets and electri 
customer base has rapidly grown outdoing many 
of the traditional brands on the market shelves. 
Today's consumerism we arc all experiencing 
wih 


l outlets, our 


possibly to either the population 


or the economy compliment with 
а prosperity has brought about a 
formidable market base which ac 
celerates the new and innovative 


product acceptance 


THE PRODUCT 

Modern technology and products 
today need not be expensive, NSS 
Philippine market 
With affordable products now most 


provides. the 


popular to our consumers. NSS prod 
ucts are manufactured with top quality 
materials that is incontestable 


RECENT DEVELOPMENTS 
The LED bulbs have replaced the tradi 
tional incandescent bulbs and the compact 
fluorescent (FLC) we have all been used to 
prompting us to replace them for brighter 
and more efficient lighting. It is not just 
for its illumination but its long life span. 
Needless to зау more innovations will 
surely disrupt the industry with new prod 
ucts. Ima 
ity consumed down to a 10th considering our 
power is one of the highest in Asia. 

NSS sockets and electrical plugs are now on 
line with the more popular online selli 
amd soon on the superbr 


ine the daily savings on electric- 


indonline.com. We 
have made every effort to bri 
produets to the Filipino. 


our innovative 


PROMOTION 
On site promotions are held with point o 
materials for the market shelves. Interestingly 
enough word of mouth on our reputat 
generated much of our current demand with 
public 


n has 


our customers generati, opinion. 


Private prese also in dem: 
pecially to buildi 


quality for the 


decorators who have identified 


marketers. 
easy task to identify which 
require- 
иишде of 


are already 


I is 


outlets that are available. Other 
than your contractors or even 
interior decor 


mendations, how are you to know 


y 


s definitely a source 


for what is available howev 
tend with availability in the. 
Who hasn't found 
th 


You also 


you 


need to со 


country of residence 
themselves helpless at | 
the right plug о 


need to check if your electrical appliances 


sence outlet? 


will operate properly at your next destination 
blem of plu; 


outlets, there is also the volta, 


country. Besides the р 
to consider 
NSS products are made readily available ai 
try, We 


customers to 


st of the bigger malls in the cou 


BRAND VALUES 
Innovation is key and this is what drives NSS. 
Our Mission 


sitive to modern tech 


Vision statements are most sen: 


«atures, these products into our households 


but with the single consideration of providing 
the quality we require with an affordability we 
hold as priority 


We deliver with consistency our brand prom- 


ise of affordability and eı 


quality 


which ha: for our brand, 


this is why w 


THINGS YOU DIDN'T KNOW ABOUT 
NSS 


produces and distributes indus- 
зә and commercial electrical products 
from LED bulbs to flashlights, emer- 
gency lights, а handy lamp, lampshade, 
dim-light, solar panel, extension, a vari- 
ety of cords, sockets and outlets, radio, 
doorbell, floodlight, headlight, ceiling 
light and a mosquito swatter. 


NSS is available at a number of malls 
as well as small to large electrical re- 
tail stores nationwide such like; the 
168 Май stall operators, the Gaisano 
тай», and SM. 


Our products are guaranteed to be the 
best performers in the market today in- 
herent with the best quality. Our products 
are also most affordable in all compari- 
son. In 2010 NSS through the expertise 
‘of Honex Marketing Corporation, we 
have made available these technology 
advances tothe Filipino people. We have 
introduced different types of flashlights, 
the LED bulbs, multiple electrical deco- 
тийе sockets and electrical outlets, 


In 2003 our founder Mr; Jonathan Huo 
from the popular Binondo vicinity ven- 
tured to introduce these innovations to 
the country, Hard-pressed with these 
innovations to make available to the 
Filipino, distribution did not come easy 
but with the determination and fixed 
mind-set that these products will gener- 
ме a demand, he succeeded. It was with 
the smaller malls that initially agreed to 
launch our products. With the product. 
‘expanse we have today, our products are 
made available nationwide. 


ТНЕ МАВКЕТ 
Cellular Phone 
Technopedia defines a cellular phone as 


а telecommunication device that uses radio 


waves over a networked area (cells) and is 
served through a cell site or base station at a 
fixed location, enabli 


calls to transmit wire: 
lessly over a wide range, to a fixed landline or 
via the Internet. In this networked system, the 
cellular phone is identified as а mobile system 
consisting of the equipment and SIM card that 
actually assigns the mobile telephone number 


А cellular phone is also known as a cellphone. 
or mobile phone 
Derived from the 


concept of two-way radio technology, the ce 


mobile communication 


lular phone has steadily evolved and advanced. 
In the infancy of cellular phones, service was 
very rudimentary. and phones were extremely 
heavy 


ach like heavy battery packs. To: 


day's handheld cellular phones are smaller and 


pocket-sized. 

The seamless quality experienced in con- 
temporary society is the result of many years 
of research and development. Modern cellular 
phones now meet market demands need with 

anicating with- 
є mobility. The 
cellular phone has evolved from voice telepho- 


greater efficiency, while com 
out the bonds of wire-limi 


ny to an instrument supporti 


other than voice calls, i.e. short message ser- 


vices and Internet access. 


The market is however cornered between two 


muin players as to the operating systems of the 
modern cellphone, Which is better? While there 


пу arguments there are no supporting 
documents that can and will prove one operat 
ing system to be superior other than consumers 
that divide its utility 
O+ USA operates A 
Tablets, Windows 


adroid Phones, Android 


inl Tablets netbook re 
placements, Android is the preferred operat- 
img system that has characterized our suc 
Android is a mobile operatin 


(OS) currently developed by Google, based 


оп rhe Linux kernel and desig 


4 primarily 


for touchsereen mobile devices such as smart 
id tablets, 


phones a 
Our market is non-restrictin 


other than the 
expanse of populations growing exponentially 
countries with demand 


especially in developing 
for mobile telephony increasing annually. Mil- 
to ABC Class prefer the 
sophistication and design of O*USA, While 


lennials belon; 


quirky, confident, and adventurous youn; 
adults who want to break free to establish their 
own individuality prefer O+. They are in con- 
stant search for new things that lp them 


amplify their true self within their social circles. 


Android de- 
ovations that lets 


O products offers a fresh take o 


vices with proprietary О: 


E 
= The Power Plus which р 


s enjoy unique experiences in usi 


th es. Some of the i 5 include 


bat- 


tery life when needed. Needless to say 
life is a significant feature in demand. 


е to Selfie which au 


hout to 


tured makes 
* The 360 То 


gate home sereen, browser, FB and ev 


selfies by just using the 360 touch panel at the 


back of the phone 
The Air Shuffle 


photos, switch music, navigate home sereen and. 


allows consumers to browse 


even take s 


ies without touching the screen at 


at convenience. With these innovations, con 


sumers usually go the store doing the gestures of 


these features in looking for an O+ phone! 
ACHIEVEMENTS 
In 2012, O entered the market with sustain 


developments and innovations to offer the 


telephony market, Айег 4 years, the brand has 


now more than 40 concepts stores, more than 
40 studios, kiosks, and is even being carried by 
big network providers nationwide. 

Marking the achievements for O+ is to iden- 
tify the market growth and demand for innova- 
tion based cellular phones. Design and status 
today dictates the mantle for success for ce 
lular telephony. Our achievements are charac- 
terized by the volume of our sales offering the 


market the first of many features that has made 
O+ “the must-have cell phone. 

HISTORY 

О + is a US-based tech company that constantly 


seeks a new level of innovation in order to re- 
spond to today's technophiles who expect noth 
ing less than revolutionary, Our aim is to start 
with those in the world’s busiest mobile phone 
hub - Asia, 

Driven by technology and performance, we 
create cutting-edge capabilities that elevate 
consumer experience like no other: touch- 
less touch phone with Air Shuffle technology, 
Peace-to-Selfie, 360 Touch Technology, as well 
as Over-the-Air Software update ev 
entry-level Android. 

By employing the highest standards in ev- 
erything we do, we believe in shaping a future 
for a new generation of hyper-connected con- 
sumets, Inspiring them 
row’s technology today. 


+ 


n in our 


» experience tomor- 


are made available in most of 


O+ cell phones 
the major malls nationwide 


THE PRODUCT 
The latest O+ phones: 

+ 0- Xfnit 64GB, 

* O+ Upsized 40GB. 

* O- Ultra 2.0 48GB and the 

+ O+ Ultra Lite 32GB which capitalizes 
on Bigger Memories allowing consumers to 
be able to take all selfies they want, down- 
load, play and upgrade their games without 
memory 

Our consumers that clamor for O+ devices 
has been the driving force towards our expan- 
sion of the making of the brand. The consistent 
delivery of our products and services has g 


nitations, 


erated the im 


we now enjoy making us; 


"The Brand" and now a Superbrand! 


O* products houses unique O- innovations 
that upgrade consumer's cellphone experi- 
ence. The O+ phones passes US standard qual- 
ity and are supported by credible US brands 
like SanDisk and Sennheiser Їп terms of after 
sales support, O+ offers consumers a unique 


experience with over-the-phone diagnosis and 
quick tutorial ма the O~ hotline. Consum- 
ers can easily call the Hotline to assist them 
ing their new O+ Phones and 
sing techn 
with their phone. 


encountered. 


The impressive O’ IntelliPen, now paired 


USA 
0" InfelliPen 


a 


with a more powerful 0 Notepad 4G 2.0 


0" Nefepad 46 2.0 


Powered by: Intel Atom Processor 


O+ ensures that its products and services ca- 
ter to the current needs of our consumers, Our 
innovations are very much a 
demands for selfie, bigger hatter and bigger 
memories that are all crucial to Millennials and 
their lifestyles. 


ей with current 


RECENT DEVELOPMENTS 

Last year, O+ started partnering with Intel and 
Microsoft to develop 2inl devices as netbook 
replacements. O* 2inl devices have a solid 
docking keyboard, Currently, O+ launch its 
О» Notepad 4G 2.0 with Intellipen which al- 
lows users to easily draw / scribble to their 
ablets / 2inl 

More outlets are opening nationwide, Last 
January, we launched yet our biggest store in the 
Philippines in the populous SM seaside Cebu 
where the opening ceremonies was graced by 
our celebrity ambassador Maine Mendoza aki 
“yayadub.” O+ Store SM Seaside is one of the 
more interactive stores that allows consumers 
to listen to music, play games, and even try out 
О» Notepad with Intellipen. 


PROMOTION 
Traditional media platforms are utilized in line 
with on-the-ground events or what is termed as 
below the line strategies. The personal touch 
direct with the consumer is preferred while 
ап awareness towards our products 
antic or super malls are preferred loca- 
tions duc to the density of its walking traffic. 
However higher values the O+ may carry, this 
has become affordable to the mass market due 
to the high demand for cellular telephony. Cell 
phones are no longer just telephony but a life 
style today. 

On line marketing with full support of our in 
ternational web page managed by OF USA is 
complemented by the Philippine support group. 
Our web maintenance is enhanced with state of 
the art graphics and interactive features very 
much like our virtual service support 

High profile sticker ads are deployed in movie 
houses utilizing escalators with American en- 
dorsers be it for celebrities and the everyday 
people profiles. 


BRAND VALUES 

When fashion meets technology, you get a su- 
per cool accessory, Experience exclusive tech- 
у engineered with intelligence, design 
for precision. For a whole new level of brows- 
i security and privacy on Android 
devices like no other. 


THINGS YOU DIDN'T KNOW ABOUT 
0+ 


O Peace to Selfie - Phone automatically. 
takes captures images without touching. 
the capture button as long as the subject 
being captured makes a peace sign. 

O 360 Touch Navigation - One can navi- 
gate home screen, browser, FB and 
‘even take selfies by just using the 360 
touch panel at the back of the phone. 

O Air Shuffle - Consumers can browse 
photos. switch music, navigate home 
screen and even take selfies without 
touching the screen. 


ORGANIQUE 


THE MARKET 

A closer analysis of the market segments do not 
1 market 
id beauty products belong. Be 


necessarily lend credence to which t 
heal 
it for necessity cross boundaries a 
Aller al 
tify a necessity vis- 
We enjoy 
Philippines experienci 
be it for the 
the past six decades or t 


where and when can we iden- 


the case 
vis impulse or aspiration 


today’s consumerism in the 


phenomenal 


not compli- 


ment to the gregarious economie activity we 


have witnessed the past five years, Either way 


there is a growing affluence within the mar 


ace for niche products within our consum. 


ing society, The psychographics to date сап 


longer be limited to the levels of income one 


is associated with other than the 


aspirations 


d wherein consumers today purchase 


quality products that deliver brand. promises 
they require especially in the fields of health 
and wellness. The marketplace is scored by a 
consuming society who cross boundaries of 
e what d 
necessarily what they only want 


distinctions to purchas y need and not 


ACHIEVEMENTS 


Organique™, Inc, was conceptualized in 


September of 2008 in Yorba Linda, California 
by its founders, With the stringent regulation on 
the founders thought 


food safety in Californ 


outside USA, By this concept, Organique™ wa 


born, Using state of the art equipment and high- 


est possible standard in manufacturi 


» process 


HISTORY 
А Cebu-bused 
September 2008 in California, USA distributes 
ACAL BERRY 
products now 


company established їп 


the famous, much touted 


nutraceutical food and beverag 


sold through direct selling in the Philippines 


The co which was founded by couple 


Joseph and Catherine Salimbangon, both saw 
the need for an alternative health drink which 


Il truly help improve the Filipino's diet and 
enable him to achieve a healthy lifestyle 
Through the relentless efforts of Catherine 


Salimba 


n. herself a health advocate, Бей 


1 registered nurse and practitioner in the medi 
cal field, she and her very supportive partner for 


life, left no stone unturned just so this miracle 


food can be made available to millions of sick- 


ly, undernourished and malnour 


hed Filipinos. 
Now we can enjoy th 
Acai Berry. Indeed Cathy’s 
maverick strides and indefati 


superior and proven 
health benefits oi 
able concen 


earned for her, and rightly so th of 
Acai” in the Philippines, which the company’s 


itle “Ош 


CALIFORNIA 


Ambassadress of We 


had proudly affirmed, Cory 


ss Ms. Cory Quirino 


the highly su nutritious con 
Berry which is now 


ORGANIQUE Ine 


forged a partnership wit 


ducts" and intro 
ket in April of 20 
АСА! PREMIUM BLEND 


y Concentrate) — acclaimed 


the Philippine 
ORGANIQUE 
(Açai Berry En 
pheno 


mal Superfood Juice lement. 


vealth sup 


0 


THE PRODUCT 
Omega-3 Chewable, Сва 
И formulated and n 
California, USA 

It is imported and distributed exclusively in 
he Philippines by Organique, Inc 

Organique™ Açai Premium Blend Food Sup- 
plement (UPC-A 808427002116) - Organique™ 


Acai Premium Blend is our Па 


T and ISO Sports 
ufactured 


One of the best tasting health drink on the mar 
ket. Considered the most potent Açai Juice Con- 
of Аса! рег 30ml. 
Each BOTTLE of Onganique™ Açai 
um Blend is 946mL in size good for 30 
servings. SUITABLE FOR ALL AGES 

Made from the 
blended to perfection without preservatives and 


centrate with over 14,000n 


inest all natural ingredients 


artificial additives. Take 30mL (2 tablespoon) 
every day in the morning before breakfast 

Our Organique! 
through extensive res 


Açai products have gone 
h, Our products are 


made of natural, wild harvested Açai berries from 
the Belém region in the State of Pari, where Brazil 
produces its “cream of the crop" Acai (depending 


vested, the nutritional values 


taste may vary). We manufacture and distrib 


са full line of pure Açai berry products formu- 
lated u 
Ош 


the ideal standards of native Brazilians, 


manufacturing facility is located in 


California, which is known for its stringent 


egulation on food safety. We have been а 
leader in the development of Nutraceutical and 
Functional products using Proprietary Aseptic 
Technologies and Flavor Systems, which is 
supported by experienced and trained R&D 
Chemists and Microbiologists that are contin- 


uously developing products using the freshest 


ingredients, and | innovations, 


st processin 
We aim to make Organique™ Açai one of the 


best in the market, We strive to make our prod. 


uci ure that our 


s healthful as possible to ensi 


consumers can nourish and strengthen their 


bodies in the best possible way 
We, at Organique, Inc., believe that in order 
10 maintain thy lifestyle, we have to: 


keep it simple, drink healthy purple! 


RECENT DEVELOPMENTS 
о Premium Blend has the 
whole country excited with wha 


nique? Açai 


We are very excited to share with you probably 


he most nutritious and healthiest beverage in 
с. Manufac 
USA and distributed in the Philippines for now 


We will soon distribute in other Southeast Asian 


planet as of to di red in California, 


countries, With our background in the flavor busi- 


ess, we have found a formula that taste like no 


other, delicious Acai blend. Try it now and see 


led the #1 Superfood! 


WS 


ORGANIQUE 


CALIFORNIA 


CHANGE COMES NATURALLY 


SOON AVAILABLE АТ: 


Qs oa @ зоол @ wwwor 


PROMOTION 

Point of Sule promotional materials are made 
available at our distribution outlets of which 
We are proud to mention being the Watson's 


Drug 
Pure Pharmacy 


Robinsons Supermarkets. 


stores, Mercury Drug, the South Star, 


the Health Express and the 


There is the need for a broad range of high 
quality and competitive beauty. health and 
wellness products we provide 

A wide ray of locations and accessibility that 
will assure consumers to shop and buy any- 


where at their convenience is strategic however 
We enjoy 


support with excellent cus. 


elusive outside the metropoli: 


gressive marketi 
tomer scrvice that promote customer loyalty 


— $< 


food sv 


Food Suppleme 


ORGANIQUE ACAI PREMIUM BLEND 


PEON ASST 
All-natural. 
No preservatives. 
Gluten-free. 
Vegan and Non-GMO. 


Rich in antioxidants & heart-healthy fiber. 


DRINK HEALTHY PURPLE. 


oasa ӨО @orcanaue aca: Фнго 


BRAND VALUES 


We are a Cebu y with the Con. 


cept he Filipino 
а one of kind product с ing healt 
beauty and wellness products under one 


roof underse 


be the Le 


ion to 


Asia. It has been our ob- 


able locally jobally 


credence to its visio: omote 


authentic and hig beauty 


wellness line capable of competing in the 
| market. Established September 
v expanding rapidly in Y2010 


THINGS YOU DIDN'T KNOW ABOUT 
ORGANIQUE 

O Organique™ Acai Premium Blend is our 

flagship product. One of the best tasting 

health drink on the market, Considered the 


most potent Açai Juice Concentrate with 
over 14,000mg of Acai per 30mL serving. 


О We have been a leader in the development 
of Nutraceutical and Functional products 
using Proprietary Aseptic Technologies and 
Flavor Systems, which is supported by ex- 
perienced and trained R&D Chemists and 
Microbiologists that are continuously de- 
veloping products using the freshest ingre- 
dients, and latest processing innovations. 


THE MARKET 
Don't throw away an old bucket unless you 
know whether the one holds water. 
Swedish people live by this proverb and 
OROCAN lives up to its advice, As a maker 
of Plastic Houseware, OROCAN makes sure 
your pails, basins, and pitchers hold water 
or any other liquid you might put in them. 
The company also makes organizer boxes. 
drawers, cabinets, dish drainers and insulated. 
products like cooler ju 
OROCAN 
problems 


new 


solves your basic household 


pails for transport or collection. 
drawers. 


of water, basins to wash clothes, 


and cabinets to organize your bedroo 


ganizer boxes to keep your homes unclut- 
tered, pitchers for your drinks, and dish or- 
ganizers for the kitchen, All these products 


are produced with an emphasis on originality 
and quality. Beyond being functional, ORO. 
САМУ innoy 
aesthetic preferences, 


ive designs also please our 


As homes get smaller, needs increase for the 


solutions we provide, so our market contin: 
ues to grow, OROCAN space saving products 
not only achieve their purpose, but improve 
the aesthetics of the home, They 


designed 
10 look nice as well as be functional. Our lat 
est product, the MAJESTIQUE, is a full sized 
cabinet made to hold clothes that need to be 
hung together with garments that are best 
folded. We design products to fit the modern 
lifestyle, which guarantees continued growth 


Royale © 


Natura 


Helping people solve their space problems 


remains a Viable and growing business, 
ACHIEVEMENTS 
The brand name was coined in 1984. ORO, 


which is gold in Spanish, signifies value ог 


cious. CAN, which is En; 


something p ish 
for container, refers to the company's begin- 


nings as a maker of pails and plastic drums, 


© 


ПИ LÀ 
ттш Uis T UNE 


The Brand OROCAN comes fram the com 
bination of these words, which describes a 
line of products that are valuable to own, A 
direct translation would be GOLD CAN ог 
GOLD CONTAINER 

OROCAN started out by making pails and 
basins 10 address the omnipresent water cri- 
ses in cities, It then introduced other house- 


hold items like pitchers, insulated products, 


65е = 


Cana DE Ono 


1997, 


and dish organizers. Ir the company 
launched its CAHA DE ORO line of drawers 
and cabinets. The company now makes flexi- 


boxes or organizer boxes as well 


HISTORY 
The OROCAN brand was offie 
oped in 1984 by Mr, Ko Hu Que, the found 
er, and Ramon Go, who has been the Presi- 


dent and General Manager since foundation 
In the beginning, there was no factory, just 
design and sales activities. In 1994, the 


company rented its first factory 
duced its KOOLIT insulated products, DIM 
PLE PITCHERS, DISHGARD, AND RICE 
GARD, In 1996, operations moved to a new 
fuctory, this time owned by OROCON, Be 
yond that, ma 


and intro- 


ies were doubled from sev 


en to fourteen, greatly increasing manufac 
luring capability, САНА DE ORO DRAW 
ERS joined the family in 2008, followed by 
the САНА DE ORO MAJESTIQUE Mul- 
in 2010. All expansions were 


implemented to find creative solutions to the 


tiple Cabine 
daily problems we all face 


THE PRODUCT 
OROCAN 


proaches to product design, with unique fune 


is proud of its innovative ap- 


tionalities designed into individual wares. 


The DIMPLE PITCHER, introduced in the 


90s, boasts a handle design that allows it to 


Cc 
PRIMA иш 


ies to the shape of the product 
idle design enabled 


nomic prope 


The open-ended ha 


to 


least 30 to 40 percent in ship- 


ping costs. This. slates to cost 


se, tr 
effective pricing for consumers 

The DISHGARD prov 
a modern ren a dish dı 
CAHA DE ORO ROYALE was des 


the cabinet and drawers to be placed side by 


les consumers wit 
г. The 
d for 


side, offerin; 
all the 
also the САНА de ORO IMAGE DRESSER 
with locks & keys, clock and vanity m 
We also have САНА de ORO KIDSTUFT 
Chest & Dr keys, 
even CAHA de ORO BAMBINO for your 


Ве consumer multiple ways to 


rers with locks and 


new addition to the family. These are all orig. 
inal OROCAN concepts and designs. 
The MAJESTIQUE is another original con 


1 of OROCAN ıl 


л the storage and retrieval of clothes, 


at puts ergo- 
nomics 
It has a 


pall cabinet with a shelf o 


hes and a full hanging cabinct 


м the bottom. The idea is to remove the need 


to crouch down to the bottom drawer to re 


с clothes. Cons 


their garments from the top cabinet while 
standing with their collection in full view 
And to access their han wardrobe, they 
need only bend slightly. Fewer motions an 


less stress in storing and retrieving clothes is 
the welcome result 

OROCAN also produces PLASTIC RIGID 
MATTING. 


which is ideal for poultry and 
And then there are CONVEE 
POULTRY CRATES and CONVEE EGG 
CRATES. And а surprise, SUPER 
FOOD KEEPERS and OASIS pitchers with 
faucet and ladle included. 

OROCAN fills houschold needs for plastic 
ware with 
and long lasting 
competitors 


ned to be ru 


products. desi 


longer lasting than thos 


RECENT DEVELOPMENTS AND 
PROMOTIONS 

Most recently we 
ORO ROYALE а 
And more vari 


launched the CAHA DE 
1 MAJESTIQUE 
из are in the works, We con. 


lines, 


tinue to advertise on Radio and now cable 


TV, creating sustainable awareness of our 


rand. Current conditions do not allow us to 


до major campaigns, but we do have small 
campaigns like Bombo Radyo and Cat TV 
We also have point of sales billboards to en 


ance our brand imag; 


BRAND VALUES 
We are perceived as a maker of good and du 
rable plastic products, although not cheap. 
The OROCAN na 


g the brand with quality and 


сак now a local colloqui. 


alism, equati 


innovation, We continually improve our of 
ferings, and while we may not have the entire 
spectrum of products the market needs, we 
re the best in the categories we are in. 

MAJESTIQUE, we 
have introduced into the Philippines the first 


Inour latest product, t 


cabinet with an intrinsically pleasing scent 
This adds the dimension of Smell to 


4 wares, adding to the existing dimensions 
of Foi 


are prou 


m and Feel, We lead the industry and 


to be awarded the right to display 
he Superbrand seal of excellence, We are, af 
ir all, a Superbrand. 


THINGS YOU DIDN'T KNOW ABOUT 
OROCAN 


O OROCAN is coined from two words: 
ORO for Gold and CAN for contain- 
er. OROCAN the goldean”, the рг 
cious container, OROCAN is already 


an existing word in the Filipino col- 
loquial dictionary. 


(9) PAPERTECH, INC. 


JUMBO 
M2ROLLS 


THE MARKET 
The Philippine population now stands at 
close to a hundred million people. The eit 
ies are expanding while new found cities 
acquire cityhood likewise due to its in 
Our GDP has 


y pushes for 


population. a sus 


tained growth as the econo: 


ward with the soon to be integration with 
the rest of the Asean, 


Traditional ways and lifestyles have had 
up-ward mobility as more acquire more 
affluent lifestyles, Advertising on Televi 


sion, Radio and Print have expanded to new 
found platforms such like the internet with 


social media sites other than static web- 


sites, Events management or what we eal 
below-the-line as well as roadshows has 
become so popular consumers today has the 
opportunity to actually handle 


services offered in the marketplace 


Through education and the new found af- 
fluence, Filipinos have become more dis 


cerning with their sanitation requir 


developments on products made available 


ich like the products offered by Papertech 


ACHIEVEMENTS 


Papertech has bro 


1 its products clos 
er to its consumers, incessantly bringin 
the product manufactured to its target 
customers other than the traditional dis 
tribution strategies, 

Keeping up with the corporate thrust of 
constant availability, accessibility and vis- 


ibility, Papertech managed to bring forth 


its brands to each and every household 
“Тойу” Bra 
duction to the market late 2007, 
widely accepted а 
suming public and now has become 
name to contend with, Likewise, its 
Jumbo BT is widely accepted for its qual- 
ity specification and the only BT roll with 


1, for instance, s 


d patronized by the con. 
brand 
Extra 


its distinet height among other players 


TOILY 


Whereas. 
amon 


Hello” Precut is a 
И other table napkins in the 
try, which Papertech has introduced, The 
table napkins i 


reat success 
adus- 


first pre-eui its category 


ied by many 


which performance is ei 


True to its commitment, Papertech has 


nuously serving the need 


and prospective customers thr 
Babyfit Wet Tissue а 


brands ıd Extra С 


ined the trust of its users due 


TOILY 


24 ROLLS 


12 Rous 


By now, Papertech Ine,'s distribution 
each extends not only in the Institutional 
and Modern Trade Sector but has expand 
ed to the grass root levels of the General 
m 


Papertech has 


Trade se 


chieved. Superbrand sta 


jus for 2014 to 2016 joining the worldwide 


family of Superbrands Interna 


THE PRODUCT 


Historically paper is a thin material pro- 


Soft 'w White $ 


duced by pressing together moist fibers, Paper can be produced w a 
typically cellulose pulp derived from wood. of properties, dependi n- 
rags or grasses, and drying them into fex ded use 

ible sheets, Paper is a versatile material + For packa box, paper 
with many uses. Whilst the most common bag, envelope. wrap issue, Charta em. 
is for writing and printing upon, it is also — poretíca and wallpaper 

widely used as a packaging material, in * For cleaning: toilet paper, handker 
many cleaning products. in à number of chiefs. paper towels, facial tissue and cat 
industrial and construction processes, and — litter core material in composite а. 
even as а food ingredient ~ particularly in paper engineering, construction paper and 
Asian cultures paper clothing 

Paper, and the pulp papermaking process, — Papertech caters Hygiene, thus offers 
Was said to be developed in China during disposable packaged paper products most 
the early 2nd century AD, possibly as early п аз Tissue paper 

ıs the year 105 A.D., by the Нав court eu. duces a wide ran 


much Cai Lun, although the earliest archa plest to the mos 


ological fragments of paper derive from the 


2nd century BC in China hygiene paper in various packs and sizes 
The modern pulp and paper industry is most suitable to your needs. Their resear 
global, with China leading production and and development department. constantly 


the United States behind i strives to improve the physical character- 


PAPER TOWE 


бл 


соса вата 


"PREMIUM. 


Men Четете Bp 


= 


| um E 


isties of their tissues, from the standard 
per grades to the most technically de- 

BRAND VALUES 

Without а doubt Papertech is all about the 

best value of paper product money and 

service can buy. The availability as much 
s из deliverables are so intertwined of 


fering the very best quality Papertech of- 
fers, lt is all about the consistent delivery 
of the brand promises that generates the 
rketpluce making the 


brand, the Superbrand 


integrity in the m 
Product developments and innovations in 
he paper industry have never stayed static 
Over the decades new product lines and 
services are being offered, New machinery 
is be 


engineered for developing life- 


styles are forever the challenge with chang. 


ing patterns and trends leading the way 


THINGS YOU DIDN'T KNOW ABOUT 
'APERTECH 


2 Papertech Inc. has over 
of business management expertise in 


20 solid years 


the Tissue Industry Sector, and handles. 
all its internal manufacturing processes, 
thus could quickly respond to physical 
distribution demands, 


Customer servicing capabilities inc 
— Direct Retail Accounts Manag 
Distributor Trading Partnership, Inst 
tutional Accounts Servicing and Private 
Label Toll Packing 
sive nationwide product distribution of 
its corporate brands, 


ment, 


allowing an exten- 


ТНЕ МАВКЕТ 


Cable wires today be it for reside 


ial or indus. 


use for electric power requirements. аге 
mostly taken for granted other than the basic 
compliance. All considering, the increased cost 


of power over the years dictate that the conduits 
for this electrical power plays а major role on 
consumption and efficiency not to mention sa 
ty, With 


tion to allow electricity to power up one's house 


hout these cable wires there is no cond 


one's office or even our industries and streets 
Through the ubiquitous plain-looking. covered 
threads of wires which powers up 


appliances, livi 


in this ultra-modern world has 
And all com: 
munities require wire and cable to power up for 


become so conveniently possible 


electricity and today's telecommunications. 

World-Class Wires and Cables such like PHIL- 
FLEX have played a major role in 
ing the country's economic and technological 
growth. Now reaching its fifth decade of service 
to the country, PHILELEX has 


venient and more prog 


accelerat 


essive for residen 


and 


industry use. We have been serving the power, 
ıd the tele 
nd even for 
ts. A wire for every need 


communication sectors for the local 


the international mar 


compliment of its high standard with the many 
variants on necessity has allowed our consumers. 
to trust in our brand. The PHILFLEX 


livers with consistency the brand promise hav 


rand de 


generated integrity over the decades makin 
the brand, the Supecbrand* 

PHILFLEX has delivered its promise of not 
в 
a firm resolve to do this consistently to achieve 
its integrity, now a brand trusted by the Filipino 
people and today the world over. Through its 


only for durability, innovation and safety but w 


PHILFLEX 


RES с 


ires 


nese technolo 


owned Japa- 
ical providers, PHILFLEX right 
к rep 


fully cared 


ion of being the coun- 


пуз le 


it provider у first 


and cables. This responsibility lo lead has made 
PHILPLEN sensitive to the d 


to stay at the [огей 


ACHIEVEMENTS 
PHILFLEX con 


to date on the wire and cable manufac- 


turing industry after a stri inno. 


of triumph 


vations throughout the decades. Our 


allowed our consumers for residential and com- 


mercial, industrial and techn 


ical use to en: 


joy the consistent delivery of our products. Our 


excellence has led to the 
feats! The cutting-edg 
d initially in С 
з has allowed our 


facility establish avite and 


owth with 


и quality and s 


over capital gı 
ош the dec 
only 


our deliverables rem 


ош priority 


HISTORY 
PHILFLEX was org; 
by the joint f 
purchase of a s 


ized and launched in 1969 
the Si 
bankrupt wire factory. The 


ıd Que after the 


ABLES 


& Cables 


Iwo families endured по buy more machines 
The 


ved viable with the stable customer base 


reproduce the wire and cables. 


ure 


the provinces, The loyal customer 


base proved invaluable over the decades prompt 


milies to invest heavily on innovations 
гу to satisfy not only their initial 
consumers but an expanded customer base, The 
immense drive and aspirations of the Sia and 


Que families to succeed was relentless over the 


decades so much so that the technological alli 
ance with the Kuhara Seishakusko Co. Ltd. of 
Japan came to fruition. 


The quantum leap was the introduction of its 


gnet wires in 1971 with competitive pricing. 
just as demand was on the rise. In no time did 
PHILFLEX dominate the market! Never settling 
for sheer leadership, in 1972 PHILFLEX intro- 


duced the flatcords and the portable cords for 


imps and heavier appliances. Also in the same 
seade the introduction of power cables and alu. 
minum became the crowning glory. Telecommu- 


nications at the time was well on the rise with the 


increased demand for the small telephony wires 
to drop wires Which PHILFLEX accommodated. 
his “serendipity” the up 


cilities coupled with the introduction 
to the Taiyo Electric Wi 
Company of Japan brought about rig 


and Cable 


orous training and technology 
ing for the Philippine manufacturing 
company allowing PHILFLEX to pass 


all the stringent Certifica 


ions. of the 


Japanese ministry of Trade and Invest- 
ment enabling PHILFLEX to parallel 


its production lines with world-class 


standards, Our foothold on the growth 


of the telecoms industry allowed us 
to build the manufacturing facility in 
Cavite by 1994, Boasting of i 
em facility, today the plant can y 
over 3,000 tons of copper per month. 
In 2003 PHILFLEX launched its Chi 


na factory in its quest to tap the vast 


his mod- 
1 


and robust demands of the Chinese 
economy. PHILFLEX now exports to 
Japan, Malaysia, Vietnam, South Ko- 
rea, the Middle East and even the USA 
Most importantly, tl 
and expansion, the dynamic collabora 
tion of the entire PHILFLEX team has 
inevitably pushed the company for 


h its success 


ward and beyond all its achievements 


towards nation building, 


THE PRODUCT 


PHILFLEX offers the widest range of wires а 


cables addressing the growing demands of vir 
tually all essential industries in the Philippines 
s building 
Wires, telecommunication cables, power cables 
The уш 


ants are expansive to the industries requirements 


бойу 


The roster of products inclu 


as well as aluminum wires and cable, 


in multiple sizes, power voltage sensitiv 


ity comprising automotive, networking, marine 
construction, heating and the electronics industry 
Truly a Nation Builder PHILFLEX 
to be Filipino. All our products are 100 
virgin copper, which gives 100 
and polyvinyl chloride (PVC) t 
cadmium-free, low in smoke and toxie-frve 

Today PHILFLEX 


machines originat 


ands proud 


conduetibility 


1 аге lead-free 


s invested in world-class 


from all over the world; 
made in Europe, the USA and Japan. The PHIL- 
FLEX brand of products are known to comply 


With the most rigorous electrical, mechanical, 


ing and Materials (ASTM), the Br 
(BS), 
sion (IEC), th4e Japanese Industral 
(JIS), the National Electrical M; 
jon (NEMA), the Rural Electrific 
Administration (REA), the Philippine N 
Standards (PNS) 


sh Standard 
Electrotechnical Со 
Standard 


Intern 


Associ: 


ind he Underwriters” Labora 


ries of quality Standards. Passing 


as allowed PHILFLEX 


industry specificatic 


mance 


RECENT DEVELOPMENTS 
In 2006, PHILFLEX introduced the fiber 


soundwave used in todays most sc 


transmission of voice, video and 
and wider distances 


data over lo: 


internet 


thru the 


vices now in use all over th 
We 
network! 


country 
Iso manufacture the local arca 
(LAN) cables. We arc 


the only company offering the wid. 


est range of products for computer 


networking cables now supplying 


the growth of the Business Process 


Outsourcing 


companies commonly 


known as the call centers. 


PROMOTION 
PHILFLEX actively participates in the 
multiple trade fairs offering its products 
to the industries, 


The delivery of the 
brand promise is complete with a con 


y to generate an integrity called 
the PHILFLEX brand. We stand proud 
product. deliveries, 
cesses and our commitment to Nation 
Building. PHILPLEX has participated 


once again in 2012 in the International 


renowned brandin 


forum proud to be 
known as the: "Philippines" Choice" 


with Superbrands. 


BRAND VALUES 
Product quality with extreme high 
standards adhering to international quality 


standards have been our brand values over the 
iecades. PHILFLEX is relentless in delivering. 
our CSR 


and our attention and sensitivity of our manage- 


its positive brand values together wit 


лет! team, the staff and production team риги. 


ing growth and stability in our effort towards 
Nation Building. 


THINGS YOU DIDN'T KNOW ABOUT 
PHILFLEX 


Э PHILFLEX product are all subjected 
1o rigid fire testing using the vertical 
flame and smoke chamber testing fa 
cilities. Wires and cables exposed to 
extreme heat and fire for up to 20-min- 
шев. This rating requires cables to self 
extinguish prior reaching the top of $ 
feet trays to prevent fire from spread- 
ing thru cables. А UL building try rated 
cabl 


ust meet the test. 


O Certified 100% electromagnetic field 
(EMF) shielded chamber for testing 
high voltage cables, 

2 PHILFLEX produces a wire thinner 
than a single strand of human hair. 


O PHILFLEX insulating machine can in- 
sulate wires at а speed of 2400 meters 
per minute (fastest in the industry). 


O 100% Filipino owned with an added man- 
ufacturing facility outside the country 

O We developed the Co-Axial Cable used 
for your Televisions cable interconnee- 
tion 100% shielded providing us with 
crystal clear viewing enjoyment 

O PHILELEX copper wires are sought after 
as стай! wire for wire sculpture, wire jew- 
сну and wire basketry because of its due 
tility 


strength and resistance to corrosion. 


Э PHILIFLEX isa sustaining SUPERBRAND! 


ТНЕ МАВКЕТ 
In Asi; 


the singular most important unit of society. For 


as in the Philippines, the family remains 


without it, there is no such thing as commu- 
nity or nationhood. Ask any Filipino why he 
or she works tirelessly day in and day out, and 
the most likely answer is to provide their loved 


This 


is the reason our Overseas Foreign Workers 


ones with a decent and comfortable life 


continue to send monies back to their families 
regardless of the hardships abroad propping up 
the Philippine economy to present day. Finan- 
cial security, therefore, is a top priority in Ph 
ippine households. 

Life insurance is a produet that enables in- 
dividuals and their chosen beneficiaries to 6 
mancially prepare for unfortunate events 
provide financia 


g times of sudden 


circumstances. It is meant t 


stability and protection duri 
need, particularly when death or а debilitating 


accident occurs. Planning for the future is es 


sential for the security of the family 
In the Phi 
reputable life insurance companies is Philippine 


pines, one of the most trusted and 


Prudential Life Insurance Company, Inc. (Phil- 


ippine Prudential). Established in 1963, the 


100% Filipino-owned Company has steadily 


grown in size euch year, continuously expand 


ing its reach across the country. И is regulated 


by the Insurance Commission and guided by 


TT 


PHILIPPINE 


PRUDEN TEAL 


Life Insurance * Group Insurance * Medical Insurance 


the h 


gin of solvency, sec 


ance Code, which safe 


as well as res 


ACHIEVEMENTS 
The ca 
their f 


dential’s m 


s financial stability, due 


ment не 


wth and expansion it 


The € 
tion cha; 


youngest distribution channel — Medical In 
surance — offers а comprehensive healtheare 
pr is ied with experienced med. 
ical practitios the most modern healthcare 
facilities in the country 


Philippine Pruden clientele is 


composed of bx 


oup poli 
cyholders. Mi 1 accounts are 
I and tele 


the Com- 


pany's group clients come from its partnerships 
А firm supporter of the low-income sector 
Philippine Prudential has also been active in 


bu а network within the Microinsurance 


industry. For its valuable contributions and ef- 


in the field of Microinsurance, the Com- 


pany received a special recognition during the 


'arangal at Pasasalamat sa mga Tag- 


Gabi ng 


eta; Microinsurance" in early 2012. 


HISTORY 

The Philippine Prudential Life Insurance Com- 
pany, Inc. was founded in 1963 by the late busi 
Mercado 
Ве Top 1% life insurance 


and philanthropist, Daniel L 


Sr. It is now amo! 


‘companies in the country, and among the Top 6 
Filipino-owned life insurance companies in the 
country 

Gregorio D. Mercado, the founder's grand. 
son, presently serves as President and Chief 
Executive Officer. Known in the industry as 
Mercado has been an 


"George," Mr active 


the Philippine Life Insurance Asso 


ciation (PLIA) since 1999, serving us Director 
Vice President (2011), and currently, its Presi 
o held in 2008 


dent (2016), a position he a 


and 2012. He was also the Vice Chairman of 
the h 
(HAP) (2011), Director of the Pacific Insurance 


Conference (2011), a Chief Delegate of the East 


surance Institute for Asia and the Pacific 


Asian Insurance Congress (2008-2010), former 
Payroll De 
Association (2004) and a 


Vice President and Director of the 
iction Insurance 
mber of the Philippine Insurer's Club. 


Philippine Prudential's total assets have 


own from just under Php $00,000.00 in 1963 


to more than Php 1 Billion by the end of 2015 


cant jump in its Gross Premium Income, which 


grew to Php 918 Million in 2015 


Currently, total investments are recorded at 
Php 413 million and 


corded at over Php 


THE PRODUCT 


Prudential is committed to se 
the 


financial priorities, Presently, the Company of 
fers group, healthcare and individual plans in 
varying deg 


enhance product by products ar 


RECENT DEVELOPMENTS 


Philippine Prudential is cons 


than 50 confident and productive years i 

industry, the Company is even more ardent ir 
pursuing opportunities that would drive the 
business forward and, more importantly, im 
prove its service to its valued Filipino clientele 
In 2011, the C 
led by renowned wellne 


mpany partnered with СОСО! 
1 Cory Quirin 
World Philippines (MWP) 
Pageant, The partnership proved worthwhile, as 


for the first-ever M 


it not only led to heightened media expos 
the Company, but widened b 
Philippine Prudential’s ties with Miss 


World Philippines were renewed in 


produced truly winning results, with Quencerich 
Queenie" Rehman Philippine Pra 
the titl ss World Philip- 
The Company continued to be 


ife Insurer of the MWP for four con- 


quality life in oducts 
outside of Metro Manila, Phil 
Prudential inaugurated more sale 


provinces around the country, namel; 
le Oro, Naga, General Sar 


and Cebu. Further to its expansie 


everal definitive features, each oi 


ifies what the institution represent 
s a life insurance provider, Three spontane 
gnify both the Company 


a Life Insurance, Group In 
su dical Insurance well as who it 
committed to protec Filipino family 
А curve is another main element of the logo, 
nd graphically represents an embrace, a fitting 


bol for the caring and protective character 
he compas 
Philippine Prudential remains active in the оп 


nd easier access to important information, So- 
cial media sites like Facebook and Twitter have 

ped enhanced the way Philippine Prudential 
communicates with its clients, especially whe 
it comes to responding to customer concems 
nd queric 


BRAND VALUES 

Just as it was in 1963, Philippine Prudential 

remains steadfast in its commitment to protect 
Filipino. During its 48th Anniversary in 

February 2011, Philippine Prudential launched 

its new Company Vision, Mission and Values 

(VMV). Mi 


ng forward, the revitalized Con 
the VMV, strives to set the bar 
even higher in all areas of its busine ] 


phasis on Customer Service and < 


Philippine Prudential’s actions are motivated 

the desire to provide its policyholders and 
partners with thi financial advice and a 
diversified set of products, coursed through its 


liple and accessible distribution channels. 
All these are supported by the Company Values 
Integrity, Trustworthiness, Customer Delight 
lence, Teamwork, Accountability and being 
Fearing. It is 


y of the brand promise that 


Philippine Prudential a certified Superbrand, 


2 As an industry innovator, Philippine 
Prudential was a pioneer in Mortgage 
Redemption Insurance, which later 

Credit Life Insurance. 


охефогпе 


ТНЕ МАВКЕТ 

There is no doubt that the digital industry for 
communications is here to stay. IT or Informa- 
tion Technology has spawned out to all facets 


my of the 


of business so much so the eco 
World is now dependent on this industry. With 
the digital innovations come multiple platforms 
driven by computerization be it for telecommu: 


nications, manufacturing, industry, services and 
the science driven industries to date. 

Pixel Plus One is a leadin 
pany that provides services including branding 
& design, web & mobile design & develop- 
ecommerce development, traffic 


outsourcing com. 


n- 


eration & SEO, social media development & 
and site content management 


management, 
PlusOne specializes in helping brands 


Pixel 
idience will care 


stand out so that their targe 


more about them. To learn more please visit 
www pixelplusone.com 

Our clients include both international and 
local brands like OF USA, Supreme Deals, 
Rusty Lopez, Google Chromebook, Vitamin 
Water and Toyota, to name a few. Pixel Plus 
One's clients are mostly market leading ог 
ganizations that need а good digital 
expertise and experience in enhancing their 
brand's image further 

Pixel Plus One desi 
materials, websites, and digital content for their 
partners so that their partner's customers will 
enjoy rich experi 
ences that Pixel Plus One strongly believe can 


gency's 


n and create branding 


inspiring experiences 


vehavior in the future. It 
but a mission 


influence their buyi 


is not just a market 
statement that guides our every effort 

As the demand for ош 
creases through establishing 
partners 


ues to 


jore business 


arly, Pixel Plus One contin- 
team. The company's list of 
clicnteles is expected to grow by at least 10 per 


ACHIEVEMENTS 

Pixel Plus One was established recently in 
Makati City ked with a 
distinction for excellence in the digital world 
of services in demand. We operate a trans-pa- 
cific on-line office from our local office to Los 


Our presence 


Angeles, California. 


HISTORY 
Pixel Plus One was incorpor 
founders Mr. Kenneth Ching. 
Lopez, and Dr. Renato Ches 


J with our 
Ben Go, Lito 


alliance composed of professionals is driven by 
a sensitivity embraced in friendship and cama- 


raderie to achieve its mission statement to pro. 


vide its customers and partners a satisfaction 
guaranteed no other composition of partners 


сап contest 


A direct and sustaining relationship with one's 


clients is how relationships flourish. И is our 
tive re. 


o maintain a sensitive int 


jonship with cach and every client we mect 


THE PRODUCT 

Pixel Plus One has a team of skilled pro 
sionals with years of professional experience 
under its command, and we are willing to help. 
our partners communicate their goals more ef 


fectively to their target audience, Putting heart 
and soul behind every project, Pixel Plus One 


is proud of making their partners’ target audi- 


products/services. This is 
ion but a dedicated 


ence care about th 


not just 


Pixel Plus One is a leading creative design and 
the 
U.S. We design websites, logos and brand iden- 


outsourcing company in the Philippines 


tities for both local and international companies. 
Our top local clients include OF USA, Rusty 
Lopez Shoes, and Supreme Deals. We under 
stand that “Design Matters” 
ment in a long lasting competitiv 


nd is a crucial cle 


Pixel 
Plus One believes in the power of de 
sign to elevate а brand's image. We help 
brands stand out in a crowded market 
place and make consumers care about 


for businesses of all industries 


them, Our passion is to deliver top qual- 
ity work and provide superior customer 
service to our clients. To learn more 


please visit www pixelplusone.com. 


RECENT DEVELOPMENTS 
Pixel Plus One just recently launched the 
newly redesigned Rusty Lopez website 
Digital technology to date is said to 
be disruptive towards economie activ 
ity. This is rightly so with the demand for in- 
movative products that can and will service all 
other industries. Manufacturing of late is now 
embracing the world of IT so much so, demand 
for new innovative approaches and products for 
its workforce as well as for its products are now 
їп demand. IT and the digital world rules! Е 
nomic activity and theories are now accelerat- 


ing its multiple utilization for the convenience 
of mankind. 


PROMOTION 

Pixel Plus One creates sw 
gh word of mouth from exist- 
ing content and satisfied clients. Apart from 
this, the leading digital branding agency also 
has a strong social media presence through its 
Facebook 


now part 


nerships 


Instagram, and Twitter accounts. 


An awareness for social networking sites arc 


just a fashion today but the new normal. 
ss unlike tradi- 


over decades, The in- 


These sites generate an 


tional media has dictate, 


с facility allows for a world in commu- 


rales public opinion not 


necessarily dictated by a one directional me: 
platform we have been used to, 
Pixel Plus One has Бе m be 


the launching and maintenance of online 


shopping site SupremeDeals.com, The site 
provides discounts to its members on fond 
electronics, health and beauty, home, travel, 
entertainment and fashion Both web 
design, ecommerce development and content 
had been supplied by Pixel Plus One. Another 
notable client is O+ USA. Pixel Plus One is 
responsible for designing marketing 
materials as well as providing соп 
tent for O*^s Facebook page. 
also build landing pages for 


tems. 


They 
their 
product launches. 

Similarly, Pixel Plus One was also 
responsible for the development and 
design for the new Rusty Lopez web 
site. Social media accounts for all 
three sites are also being handled by 
the Pixel Plus One social media team, 
Pixel Plus One's strength in graphic 
design enables them to create memo- 

paigns 


rable websites and digital ean 
for its clients 

Apart from having a strong social 
media presence, Pixel Plus One participates in 
seminars, competitions and other events to keep 
abreast of upcoming trends and to promote its 
brand to the public and to fellow establishments 
in the industry 


BRAND VALUES 

Pixel Plus One is recognized by its business 
associates both in U.S. and in the Philippines 
an integr 
into their campaigns. The name Pixel 


e fresh cor 


as a partner that ср. 


and idea 
Plus One is synonymous to youthful, inspir- 
ng, modem and desi 
npaign elements. They are known for theit 
commitment to quality and for the superior cus- 


ign creations and digital 


jer service they provide to their clients 
ра 

body such like Superbrands is proof that Pixel 
Plus One is a widely recognized brand that is 
trusted by multiple industries that are contínu- 
ously making a mark in their respective fields 


THINGS YOU DIDN'T KNOW ABOUT 
PIXEL PLUS ONE 


O We are an established company ser- 
vieing Filipino clients with profes- 
sional support trom our professional 
team of experts with a sustaining sup- 
port service group from Los Angeles, 
California, Technologies utilized are 
of the latest innovations providing you 
with the up front advantage. 


nership with worldwide award giving 


Promate 


THE MARKET 

Promate is a brand of generators that have been їп 
operation for nearly a decade in the Philippines 
We provide unique quality machines with quality 
fter care services for maintenance to the custome 


and businesses we cater to. Supplying reliable and 


dependable back-up power for 


Philippines has 


been our main and singular objective throughout 


the years. This focus allows us to provide a wide 


range of quality products, as well as offer highly 


trained and quali h leve 
м. 


Ош market consists of customers that span from 


sd teams to support the hi 


of services that come hand in hand with our b 


to provide power and 
comfort to their families for sudden power outages 
and emergencies, to the contractor or professional 
needing power for their off the grid activities. Institu 
tions, chain stores 


and small businesses that require 


security of their business continuity, despite powe 


source fluctuation or shor 


are also cust 


as We provide generators that can cater to small bust 


nesses to bi suchas by 


We believe that several aspects of the Promate 
experience are what makes us successful in attract- 
ing and retaining our customers, and we especially 
take pride in the expert support of our many teams 
nationwide in helping the customer understand the 
requirements ofthe machines. Having the ability to 
select the model best suited to their needs is one of 
the more crucial parts of our service, and because 
of our extensive product range and inventory, we 
Want to ensure the availability and quick delivery 


of our products. This, along with с 


professional 


is what makes us the preferred brand of generators 


We also offer u nachin s the Power- 


stations 120 and 240, both of which act as personal 


power stations for varyin jich have the 


ties. These models ale 


le line, we prov 
lable with 


ACHIEVEMENTS 
Created in 2008 after the of our Amer 
brand 


рх 


ales service le is now 


even small malls to provide their back up pow- 
«т. Because of this, P 
ad loyalty 


Because of this, in 8 years o 


badge of trust. 


from 9 staff to more th 


Manila 


35, with the opening of 


new offices in иф Davao 10 support our 


growing product range and пш ers 
From just 8 portable generators SKU (going from 1 
to ISKVA) offering 2 Powerstations, 
new line ator models dedicated to house 


6 portable and industrial generators, and 


300K VA. Th 
ing new distribution ch 


Promate Р 


electronics, computer 


HISTORY 
Powertech Asia Pacific (custodian of the Promate 


ad has been in opera. 
ion since 2008 with the registration of the Pro- 
mate as the new branding for the American Pow 
ermate business in the Philippines, 

David Nouvelot 


he brand custodians to date, Promate is the Philip- 


nd Roberto Encarnacion are 


stered brand and they started operations 
from a modest office and warehouse in Pasig city 
covering the top 5 cities. Promate now services 
most major cities in the Philippines relying on our 


distributor and after sales service network for hard 


to reach areas, which is usually where Promate is 
aceded the mos 


From the creati 
tration of Promate brand in 2008, the expan- 


n of Powertech Asia Pacific and 


sion of our brand has been exciting both in terms 


of product range development, hiring and training 


of new technicians, the launching of new distribu 
tors and service centers, the expansion of our own 

capability in Metro Manila 
he increase of our Warehouse areas, and 


storage and servicit 
nally 
City 
30 direct 


he opening of our first branch in Dava 


hardware retailers 


et and increase productivity, Pr 


nate opened in early 2016 its first branch in Davao 


City, with our full range of products available 10 
our customers. This comes with the complete after 
sales service department to ensure a prompt repair 
operat 


on close to our customers. 


—ч 


* Promate Home 


* Promate Portable 
Г portable gener 


* Promate Die 
line 


From our initial fine of portable 


introduced 4 major proi 
* The SDG line of Stati 
+ The Industrial line of open frame diese 


* The Promate Home line, a competi 


* The Powertsation, the first recharges 


юг generator in the Philippines 


We have been listening to our customers and ош 
of this. We 


оп is mostly achieved be 


— 
ilippines.  Promatd 


ption being the Promate 240, which i 


sw availsbi- PROMOTION 


The Promate brand has a regular presence in exhib- 


believe was lacking. This is where the Ко educate our existing and po 


power back-up market came into play. The pro- — unique exper ential cu al media has become a pro- 

mate 120 was launch following a demand fora — recomm е commis. — ductive platform for promotions providi 

more smaller portable model oning an л installation of our units for our — communication to potential customers and existing 
stome г users, We conduct regular promotions in collabora 

THE PRODUCT Our invent ith our retailers with seasonal discount 

We have 5 main product lines vajor demand increas the launch of the Promate Power 


Our latest and most аз seasonal typhoons, or extended power ошар atilizing a mix of traditional medi 
innovative product, creating a break camp: 


market to ПИ the gap between generators and a RECENT DEVELOPMENTS proved to he effective, We also have conducted mall 


h in th. and customers compliment oí 


power bank . Pressing a button powers the gene The launch of the Po ion s innovative — exhibitions in key areas such as Market- Market to 
tor inside your condominium or house ог for your design most un MOA in order to allow consumers to discover and 
outdoor activities. Also our first green product i oduct: The challenge hi xperience our Promate Powerstation 
classic way of charging using a 220V AC adap cen to make the wn to the con- 
the Promate can also be ıa solar panel. sumer as there is nothing like it in the market. BRAND VALUES 
H hank ve pr do clevant industries, the Promate brand is 
ing communication, he preferred brand for generators due 10 


— 
te 


POWER 57 


ate о © 


THINGS YOU DIDN'T KNOW ABOUT 
PROMATE 


O Promate regularly donates generators to 
the Red Cross and other relief ag 
after typhoons. 


ncies 


2 The Promate 240 is the first rechi 


able indoor generator in the Philippines. 


О You can get power from Promate Pow- 
erstation just by pressing a buttor 


use of a real, live elephant to с 
Ihe Salem Bed 
brand recall 


оп a Salem Bed uni 


the durability This move helped. 


atly in establishin 
phant playin 
TV com 
Mr Tiu Kim Chuan, Mr 
Benjamin Tiu, handles the overall operations at Salem 
Bed. Unde 


his leadership, the company focused in 
h the 
additional machineries and further strengthening the 
the work 


is production icquisition of 


workforce. To e ad in existing plants, 


additional factories їп Visayas (Cebu 


and Ilo-ilo) and Mindanao (Cagayan de Oro), Today 
Salem Bed is proud to say that it is self-sufficient in 
manufacturing its products within the Philippine 


THE PRODUCT 


Salem Bed has been manufacturing mattresses fo 


products, With a sincere dedication to providin 


а wide г 


quality sleep 


of products have been created, using various tech 


niques and materials, While kapok is not one of the 


ready in use and incorporated to Salem Bed 


Aside from 
sic & Exce 
high 


(Salem Foam collection). memory foam mattresses 


Renascence collection), and even latex foam mat 


alem Bed. 


The variety of options provide consumers атр! 
choices for their homes, ensuring that they will find 
the comfort they're looking for, 

True to tradition, however, Salem Bed continue to 
create products that make use sourced т 


terials, This is why the eco-friendly abaca and 
fibers are continuously incorporated in 

ipholdin 
and heritage 
m mattresses, Salem Bed h 


Salem Bed mattresses, 


mitment to its root 
Aside fr 
introduced its Sofa C 


hy 


a! 


ime branches in Ме 


same standards and quality crafts s 
sm Bed mattresses, consumers can be guaranteed 


Ihe brand is known (ог 


RECENT DEVELOPMENTS 
As Salem Bed c 
Tort for Filipino home: 


‘options for the publ 


nounced its new Sale 


were wowed by the lavish product fin 
Salem Bed's e-o 
has also been la 
Salem Bed 
except for the ex 
found in sp 


online, providi 


After launching Salem B. al media, th 
brand is also steadily going. s online pres- 
кє. With nearly halfa million followers in maj 

cial networking websit Bed's special offers, 
As for Salem Вей product line, a new collection 
has also been released i Aiming to provide 


PROMOTION 
While Sale 


ing in various social media platforms. Consumers 


can now easily reach the brand through Facebook 


Instagram, and Twitter 


lace to access the brand's information, including its 


agement with corporate partner 


ships. This allowed Salem Bed to visit various cor- 


produ 


employees, providin targeted audience for 


BRAND VALUES 
With the tag line “Hari ng Tibay,” S 
already proven itself u 
tand th 


evity of Salem Bed products, 


ст Bed has 
pe a reliable manufacturer of 


mattress that сап est of time. Cu 


attest to the lor ome 


rations of the family. Th 
Whole Salem Bed 


even further in continuing to provide the highest 


quality products in the market 


Being in the business of sleep, Salem Beds also aims 
promote sleep as а tool for better health in the Phil- 
ppines. I is по secret that a Jot of Filipinos are sleep 


and poor health. By promoting quality sleep, Salem Bed 
aims to help improve the overall health in the country 
hich is why the brand is persevering to produce more 


at products that will ensure better slumbe 
The company pushes the limits їп creating only the 
св for the h 
Salem Bed in every F 
home. The joumey is still far fi 


Чу the best from Salem Beds. 


company's ipino 


THINGS YOU DIDN'T KNOW ABOUT 
SALEM 


O The highly effective marketing cam. 
paign in the 80s that propelled Salem 
to the peak of its brand recognition ac- 
tually featured a five elephant during its 
shooting. Salem was confident enough 
that their product will be able to with- 
stand the weight of a real Indian elephant 
through its superior grade materials and 
exquisite craftsmanship. and it actually 
did. The mattress survived, and estab 
lished the company's legacy of providing 
outstanding products - ICONIC indeed. 


O Aside from mattresses, Salem Bed rein- 
troduced sofas! Currently on the market 
are four great models and more are still 
slated to be released this 2016. 


O You can now purchase Salem Bed prod- 
ucts online at wwwsalem ph! So, if you 
don't have the time to go mattress shop- 
ping, all you need isto log on the website 
and order your very own Salem Bed with 
just а few clicks and taps. 


Furniture 


Comfort and style па 


masarap uwian. 


furniture is rec 


HISTORY 


elf the integrity that has 


that included chest drawers, book shelves and 
wardrobe cabinets 

San-Yang Furniture today is made available їп 
all leading supermarkets and department stores 
nationwide, Our company owned and operated 
stores are located in: Market Market, Unitop Sta 
Rosa, Robinsons Place Dasmarinas Cavite, Nu 
citi Mall Batangas, Unitop Palawan, CityMall 
Arnaldo Roxas, and in all Uniwide branches. 

New products are released periodically in ad- 
dition to our collection that wets the appetite of 


our consumers, Our kitchen furniture line n 


comes in laminated wood and metals. These 
items ure functional as well as stylish. We have 


nd small spaces. 


a wide collection for big 

The commitment and our advocacy to serve 
and help the Filipino people providing com 
fort to their homes has remained the driving 
force to date. 


THE PRODUCT 
San-Yang Furniture is famous for its wide 
variety of stylish a nd 
outdoor furniture which is very budget friend 
ly. While initially known for laminated knock 
down materials, the company decided 


modern home, office 


pand the furniture choices into other materials 
like leather, fabric, metal and plastic finishes 

In consideration with the transforming lifestyle 
and home spaces of every Filipinos, San-Y 


Furniture® collection also offers furniture size 
that ranges from standard to small sizes that fits 
in à condominium ог studio type rooms. 

Our 
makes it possible for every customer to choose 


wide variety of furniture collection 
an item that would suit their lifestyle and bud- 
get. With this, it fulfills every family, individual 


ог businessmen’s dream to have a comfortable 


and modern home, room and or office 


RECENT DEVELOPMENTS 
San 
its market presence with more showrooms and 
m. With that, the company 
1o Filipino en- 
trepreneurs. San-Yang Intertrade Corporation 
firmly be ts fortune and fumi- 
ture pieces to improve the lives of others. 


Yang Intertrade Corporation is expandin 


franchising prog 


opens its brand to franchisin 


ieves in shari 


FRANCHISE INFORMATION 


= Franchise Есе — Php 500,000.00 


= Contract Term - 5 years 
+ Space Requirement ~ Minimum of 100 sq. m. 
+ Capital Requirement 1.5-2М 


INCLUSIVE OF: 
= Use of San 


‘ang Fumiture trademark. 


name and logo. 
* Contract Term 
+ Franchisee 

ма 
-м nd local marketin 
* Market research and development. 


5 years 


ide support 


* Site selection and ev 


* Pre-opening and grand opening assistance 


* Procurement pro 

HOW TO FRANCHISE? 

+ Fill-up the downloadable Franchise 
Application Form (FAF) at s. 


or write a letter of intent to by registered 


g.com.ph 


mail at 
Marketing Department 


San-Yang Intertrade € 

12 Mars St. E and E Compound. F Sant 
St., Parada, Valenzuela City 

Email: Evette R. Dela Cru 
franchise? sanyang.com.ph 

+ Upon receipt of FAF or letter of intent 

a marketin 

applic 

+ A franchise executive 


rporation 


Leine de Jesus 


representative will validate all 


n via phone. 
luate 


oup will c 
all the applications. 

+ Once qualified, the applicant will be 
notified of the result and a 


1 meeting 


for discussion se offer is set 


* Disclosure of Information (FDI) 

* Prepai 
set-up will comn 

* Management and staff training will 
be facilitated. 

* For inquiries call (02) 293-433. 


loc. 204 


31039 


PROMOTION 


Recent developments include si 


rE 


га 


the industry, San-Yang has focused on distribu 
tion as part of our marketing strategies (this is 


our strength compared to other brands), While 


taining effort is invested towards brand 
awareness — availability and presence has been 


key to our successes. 


BRAND VALUES 
San-Yang Furniture is perceived as affordable 
that offers a wide variety of products, We are 
also the top of mind brand in the industry today 

‘Comfort and style па masarap uwian.” This 
i» what San-Yang Furniture® offers to its client 


aside from value for money, The com 


sures its buyer a quality product that will truly 
last. Worthy of trust 
homes, San-Y 


prove customer experience and its furniture de- 


nd investment for your 


ск, continues to im: 


ng Furnin 


sign that will suit every Filipino wants and needs, 


THINGS YOU DIDN'T KNOW ABOUT 
SAN-YANG FURNITURE 


O San-Yane Furniture has the highest 
market presence in the industry. Though 
you will not see the brand in the dis- 
plays, most of what you are buying 
from the supermarkets and department 
stores are actually San-Yang Furniture. 


САнтТЕ 
BARLEY 


THE MARKET 
One of Mother Nature's best kept secrets, Bar- 
ley or Hordeum vulgare is considered а reli- 
able health and beauty regi 
times, Today, many of us have come across the 
word barle 
the plant, Much fewer are those who are aware 
of the wide array of surprising facts about it 
that can benefit many of those who have cer- 
tain health conditions. 

Santé International believes in helping peo- 
ple live better lives. The message is quite sim- 
ple and yet it resonates with people from all 
Walks of life. Our barlcy-based organic prod- 
ucts help our consumers experience a better 
quality of life while our distributors, branch 
operators and franchisees achieve an improve 
ment in their financial capacity as they pro- 
mote our produets. 

There have been quite dramatic health- 
related and financial testimonials from our 
distributors, branch operators and 
s alike. Quite surprisingly, many of 
them came to give their testimonials out of 
their own initiative, 

Proving to be quite competitive, our com- 
pensation plan composed of attractive incen- 
lives such as local and international trips for 
top performing distributors and branches is 
only one of the many reasons that geared up 
ош successful partners to testify to the media 
how Santé Barley has changed their lives. 


nen of the ancient 


ct only a few have actually seen 


consume 
franchis 


ACHIEVEMENTS 
Pure Barley Grass helps lowe 
levels. Recent data suggest that Barley Gr 
has hypocholesteromie properties that 


ай cholesterol 


1 
improve cardiovascular health by reducing 
total cholesterol and low-d 


ity lipoproteins 
(LDLs or bad cholesterol) in mildly hyperlip- 
idemic patien 

It has been observed that there is а modest 
inverse association between dietary fiber in 
take and cardiovascular disease. With thîs in 
mind, a fiber called Glucan that is reported to 
be responsible for lowering cholesterol levels 
can be found in Barley 

In а clinical study involving men with high 
LDL and total blood cholesterol levels, the dai- 
ly intake of 15 grams of barley extract proved 
to significantly lower cholesterol levels. In ad- 
dition, HDL, which is commonly re 
"happy" or "good" cholesterol, was increased. 


red to as 


Source: Liu WC, Tsai CE Barley Leaf Prevents 
LDL Oxidation in Humans Fol Science and Agricultur 
al Chemirry [published hy The Chines af Food 


э] Vol. зу: HO-HO (2002), 


HISTORY 

"Santé" is a French word that literally trans- 
lates to “health” in English, The French v 
ally say ît as "a votre santé" meaning "Та toast] 
to your health!” As a company, Santé Interna: 
tional Inc., strongly believes in helping people 
build better lives. We believe in challenging 


the status quo. We are relentless in our pursuit 
of overall well-being. 
BARLEY HEALTH BENEFITS. 
Pure Barley Grass helps 
À lower blood sugar. In 
a 2010 medical study, 
barley 
was selected. becau 


ass powder 


of its reported benefits 
Supplementing with bar- 
у grass powder 

significant fall in the fasting blood sugar level 

of the experime 

reduction in overall cholesterol levels after 

1wo months. 

the risk of coronary heart discase was signifi- 

tly reduced in the diabetics who took bar- 

ley grass supplements. 

Source: Tu УМ, Chang WC. Chang CT. Hsieh CL. and Tui 

СЕ Effe 

vm LDL oxidation and free radical scavenging activer т 


used a 


tal group. There was a 5.1% 


The researchers also noted that 


af harley leaf extract amd antioxidative ишти 


эре 2 diabetes Diabetes Meta Vol. 28 (2): 107-114 (3002) 
By harvesting the new leaf blades of barley 
grass, ай of the carbohydrate energy and amino 


acids - which have accumulated in preparation for 
the pla 


transition from a v 


ative 


reproductive phase - can be extracted. P 


are into sports and individuals who need mor 


THE PRODUCT 
Established in 2008, Santé International is a 


y nic bar- 


network marketing 


comp. 
ley-based products, Advocating overs 


ness, we produce and distribute a wide 


barley-based products from nutritional supp 


ments and health beverages to bath & body care 
products, We now have over 100 branches in 
the Philippines and are still open to franchise 
requests within the country. We also have start 
ed operations in countries outside the Philip- 
pines, such as Taiwan, Dubai and Singapore 
The demand to open more branches and more 
Santé offices in Southeast Asia, Europe, Middle 
East and the United States have been coming 


in as well. Santé's immedi 


zoal is to expand. 


its venture of international markets across Aia. 


Loading everyday products with the powerful 
benefits of barley 


iss, we want people to im- 
merse in the goodness of barley grass — which is 
munity, aiding di 
while luxuriating ir 


widely known for boosting in 


gestion and delay, 


the product experience, To let our consumers en 


joy our products to the fullest, we use only young 


barley 


rass, Between the process of harvestin 


and the drying of fresh barley leaves, great care 


is ploughed into every step as to seal in the vita 


mins, minerals, enzymes, and amino acids. 

To ensure the consistent superiority of our 
products, our barley grass ingredients are di- 
rectly hailed from New Zealand's one and only 


s producer, with whom we 
have secured exclusive distribution rights. Cer 
tified organic by BioGro New Zealand, all our 
barley products are free from unsafe levels of 


heavy metal, herbicide and insecticide, Through 


this network marketing business, Santé hopes 
to help people live better lives by enjoyin 


good health while capitalizing on the business 


opportun 
tures, Sant 


for opportunities and fields of possibilities 


For those looking for greener pas- 


ternational presents the grounds 
The grass is greener at Santé Barley 


PROMOTION 
Our distributors are 100,000-strong in the 


Philippines and continues to grow even more 


with each day passing. Heightened by telev 


sion, radio, print and social media presence 
ass!” campaig 


fication of one’s use of Santé Barley products 


the “I'm oi isa proud identi 


a badge of good health and overall wellness. 


Energy and Fitness Snack" 


BRAND VALUES 
св Santé а SUPERBE 
we have certified о 
ing that "Мо 


What ma 


al 


The BioGro NZ certificate assures us that 


bicide, and insecticide residues. NZ fu 
found upon 
The young B: 


nutrie 


No second or third harvest of youn 


vested when they 
height, Only i 


products 


E mein Faricue 
“Your Delicious All-Day | 


We ha 


COUBAT HUNGER 
mcs 


every farm that claims to be or 


safe levels of heavy meta 


arley leaves of or 


THINGS YOU DIDN'T KNOW ABOUT 
ЗАМТЕ BARLEY 


2 Did you know that Santé employees 


are engaged in one sport or anothe 
10% have finished at least one 

run, while the majority -- 90% -- have 
completed at least one 10K or 21K 
run, Our very own Chief Executive 


Officer is an active triathlete with nu- 
merous triathlon races under his belt 
He has completed the 2014 Full Iron- 
man Melbourne last March, We all 
relentlessly pursue our passion for 
clean-living, g 
well-being. This is who we are. This 
is what we believe in 


od health and overall 


2 Did you know that Santé’s barley grass 
comes from the Canterbury Plains? 
Situated in New Zealand's South Is 
land, itis the ideal place for producing 
green barley or barley grass powder 
The alluvial soils are young and fer- 
tile, the irrigation water is fresh and 
pure, the air is clean and un-polluted. 
Coupled with the high UV light, our 
barley leaves 
rophyll rich, leaves. Our organi 
barley is rich in chlorophyll, the phy- 
tochemical that gives leaves, plan 
and algae their green hues. New Ze: 
land's organic green barley provides 
high levels of vitamins and minerals, 
all in good taste. 


ow deep, green, chlo- 


Solig 


Solignum: More than 50 years of 
Caring for the Filipino Homes 


THE MARKET 


The hardworking Pinoy 


Building or purchas 


his ow 
dream, A Filipino or “pi 
hardwork and 


'emains to be every Filipino's greatest 
is known for his 


'ermination. Today, many of 


the Pinoy left our country in order to provide 
their family a healthier and more financially 
table life, Never mind the loneliness that liv 
ing in а country alone brings- because a Pi- 
noy has a goal, and one of them is to build his 
dream home 

This hard work and determination also 
holds true to the Pinoy who chose to stay ir 


the country, Never mind the daily traffic 


ment and political challenges. In the end 
every hardworking Pinoy ¢ 


structurally safe and ie that wil 


last à lifetime 
А home is a place where every Pinoy mile 
stone will be engraved, This is Ше home that 
he will pass on to his children, and even to the 
children of his children 
Sol 
ho 


Hum understands the importance of 


so it continues to innovate and deliver dif 


jI wood preservation solutions that are not 


only efficient but also protects the environment 


For over 50 years in the Philippine market and 


over 100 years worldwide, it has become the 
solid partner of the Filipinos in preserving their 
homes and cultural heritage 

With the popular term "I-Solignum. Mo 
among carpenters, engineers, architects or even 
homeowners, Solignum has become the generic 


ACHIEVEMENTS 


Tested, Trusted for over 50 years 


Staying true to its promise of "caring for the 


Filipino home,” Solignum is tried, tested 


and trusted by home makers and о 


servative brand with over 90% market share 
and is widely distributed to about 9000 hard 
wares, Do It Yourself Stor 
permarkets nationwide 


Working dili 


decades, Solignum has alread! 


fectively for the past 


ence of total termite solui om timber p 


HISTORY 
Anay ba? I-Solignum mo! 


Solignum’s over five decade-long hist 


best seen in homes that are still standing al 


THE PRODUCT 


WOOD PRESERVATIVE 


» totally termite protect every Filipino home 


in the country 


enum Colourless AZ is used for exposed 
wood that can be painted like decks, eaves, 


fl 


boards, and wood ceiling, Meanwhile 


gnum Brown, is best used with wood that 


does not need painting such as fascia, trusses, 


ind wall frames. 


For a more convenient use, especially for 


iomeowners who want to get the job done by 
selves, Solignum Colourless AZ Aero 


use and eay-to-use spray and is 


perfect for wood such as cabinets, doors, furni- 


wre, and hard to reach а 


um also has SolignumTim. 


bertone and Solignum Decking Stain, which 


WOOD PRESERVATIVE 


ODORLESS SOIL TERMITICIDE 


PREVENT ANAYHILATION 
WITH THE TOTAL TERMITE SOLUTION! 


both beautify your wood and protect it from UV 
мо 


light, moulds, se 
help the wood's natura 

‘Total Termite S 

Your house, considered as one of the big 

investments in you 

total and the best proi 


lution 


entire life, only deserves 


поп. Conceived in 


2009 when the brand m to pro- 
vide complete termite protection from start to 
finish and from inside to the outside, Selignum 


guard to the market which aimed 


to teach homeowners that it is important to pro- 


unveiled Soi 


lect the outside of your home from termites as 


itis inside 
Applying termiticide to your soil is as im 

portant because unknown to many, there are 

termites t в rd 


create 
enterin ard works and 
kill termites either thru inhalation, ingestion 
or contact. 


CORPORATE SOCIAL RESPONSIBILITY 


Preserve our Histo 


„ Preserve our Heritage 


fected by typi 
the first 


the victim 


BRAND VALUES 
brand th 
ability 


m is a 
quality 


the number one in 
mission to serve and 


саге for Filipino homes. 

Jardine Distribution, lnc 
portance of Family. And there is no better way 
family but by brin, 
d home. JDI is here to care for 


believes in the im- 


io пици m together 


lipino home 


THINGS YOU DIDN'T KNOW 
SOLIGNUM 


UT 


O Solignum derives from the Latin 
Words "Sol" meaning sun and "ig- 
mum" meaning timber. 


Е 2 - 


RES a 


Solignum 
COLDURISS AZ 


Solignum са 


Wooo PRESERVATIVE 


Soign.am ue 


жоор PRESERVATIVE 


park 


reviewcenter 


The 2nd Annual 


RECENT DEVELOPMENTS of the field. Part of SPARK's advocacy is for 
Fro Y lin ducts and s the people to be aware of mental health issues 
rans h hin ourselves and the contexts we are in. В, 


ensuring that students will b 
ls, SPARK is increasing the chances of this ad. 


wide his 
purcdness, academic coaching Innovating, To make things possible, SPARK 
ment, mental health issue maki geared towards innovative approaches in edu- 
RK is cur ion, professional training, and research. For 
ортеп he distance learning program is an 

t aims pr ithin the review field th 
ofession th tudents wh vd 

ul straints. SPARK 


jurin pre for the licensun » test equipment that aid the cond 


the SPARK Professional Net- and trainings. Just recently, a pilo 


work was launched u le raining, cert acting online-proct im 
fication, and freelance opportunities for р г eb conferencing, In the near fum 
cians so they can practice psychological г i 1 tored exams may substitute the live testing 
with their own clientele, arly eve evaluation nee rainings and seminars, This 
SPARK is also researching on h Г Ihe Psychological a of the Phil e en wh n't attended the live 
utilise techn hat supi aming. In — In recent PAP) n estimated total of 6000+ — testing can be eval Ih assurance. 
2015, the Grand Lecture Se K was atte dents whe K's newslette Do ‘fessional. SPARK upholds a profes 
sd live by 500 udents all around SPARK al ap ' s |с ad industry-standard practice in all 
ilippines attended via web conferencing. Online — chometric Pinas blog which se eo des N the c hese values formation 
d trainings with CPD point юп n the Philippines the Code of Ethics for Psychology Professionals, 
ll soon be the norm in this fi с ик Declaration of Human Rights, and the 
Iso coordinate with Ри г nental health, Act of the Philippines. Within the field 
Commission and the ' SPARK is al g with dif alumni are known to be very professional 
Philippines regarding the issuance of CPD certifi sional dvocate for Who abide to the best practices in conducting 
л be verified online using a secure web facit Id of ps г cho- — ment intervention, and research 
стар u " Ardently Le: actions, SPARK is lead- 
PROMOTION ng the nately exploring new p 
SPARK uses online marketing and various advo BRAND VALUES bilities and for professionals. SPA\ 


vities to promot Creating Community. Central to SPARK 


perations, SPARK util 
dvertise its n 


s. B; ibrant, lively tone with munity 


each a very lim елсе f thei wal О SPARK is actually an acronym - Self- 
h. Online marketing also positions itself in th sionals ш Paced Review Kit, The original plan is to 
audience... SPARK а ican s create a review kit that can be bought and 

те students can enroll online. Payment sd ni mis reviewed at a fraction of the cost com. 
Чоп pal or bank deposit which saves time sion to pared to attending live classes. However. 


the market study shows that а lot of stu 
for to attend live classes as 


circumstances allow them. 


And so to date, live review classes are still 


being held. What happened to the 


paced review kit? It became the Distance 
you know today. Stu- 


dents who prefer to study independently 


postgradu es, or are far 


eview venues prefer the DLP. 


ТНЕ МАВКЕТ 


The applications of cleaning solutions are all 


about healthcare, the hospitality trade, food 
processing and for food and beverage. These 
solutions involve a number of cleaning agents 


that require specific chemicals, i.e. cleaning 


agents are substances (usually liquids, pow- 
ders, sprays, or granules) used to remove dirt 


including dust, stains, bad smells, and clutter on 


surfaces. Purposes of cleaning agents include 


health, beauty, removing offensive odor, and 


spread of dirt and contaminants to 


oneself and others. Some clean’ 


z agents car 
kill bacteria and clean at the same time 

In general cleaning solutions have evolved 
over the decades through advanced chemica 
analysis and utilization f 


the improved env 
ronment for mankind. This market would natu 
rally evolve to cover all segments of society but 
more so for commercial and industrial utiliza 
tion. Where there is people traffic and density 
there 


are the advanced cleaning solutions to 


keep its environment sanitary, Just imagine a 


busy hospital with п 


gular detergents 
on its floors or toilets with 


oplicd 
high utilization with 
out more potent cleaning agents; cleanliness 
and sanitation can never be achieved. Today's 
nitation standards worldwide are no longer 
Visible to the naked eye or gauged through ba 
sic odors but tackled with industrial strength 
Then there is the 


environment that has to be considered tog 


with acceptable organie compositions if n 


be for best practices. 


SPRING CLEANING SOLUTIONS 


We provide and distribute Cleaning Chemi 


cal Consumables for Pr 


ne (for 
nd Food &Beverag 
al Мате 


operations) and 


iene Markets 


tenance Markets 
Rail, Road 
s, Power Gi 


* Hotel G 1 Chains, 
Catering. Industrial Plants and. 
M 

* Retail: Houschold usc 


This would cover kitchen and household 


wered by the 


саде try and 
established Public Listed French Comp: 


ny operating in m. 100 countries around 


the world. In Dubai, Applied Solutions-Orapi 
Group started their operation slightly more than 
1 year ago, but as a young player in the market 


they managed 


quire the busi 
vice inte 
Flight Cate 


Shi 


d Sri Lanka Flight 
Arabian Airlines, 
jon amongst others. 


Seadrill Oil & Gas Expl 


Our initial п nt customers in Abu Dhabi 


is II Forno (an Italian restaurant chain) and we 


currently negotiating with more restaurants 


lowed by Hotel Chains as well as for Health 


care: Clinics and Hospitals. As we move for- 


rd to the ch; 


nges ahead we stay positive 
with the endorsements of our customers that 
is Applied Solutions. Orapi caters to the 
We are ex 


panding towards the Industrial and Manufaetur 


best 


solution in cleaning and sanitation’ 
ing Division solutions. 


ACHIEVEMENTS 


Spring Cleaning Trading is the brain child of 


two young с 
Philippine market has been motivated by the vi 
sions of said Engineers who have identified out 


arket. 


neers. Our presence in the 


loc 


HISTORY 

Applied Solutions-Orapi was established with 
vast experience in major cleaning and sanita- 
Orapi envi 
sions of becoming the major player in the in- 


tion companies, Applied Solution 


dustry of hygiene, We are supported by a strong 
management team comprising of people with 
relevant technical 
Since 2003, we 


nd managerial expertise 


ive been in the cleani 


Applied Solutions-Orapi 
has a competitive edge in the following 


sanitation industries 


food safety. floor care and he 


keeping, We at 


Applied Solutions believe that providing the best 


possible solution to our customers will also guar 


antee their success and customer satisfaction, 


In the Philippines, Engineers JoAnmal 

Vocalan and Katherine Guevara have caused 
timely expansion of Applied Solutions — Orapi 
It was founded during one of the Business trips 
of JoAnnaLiza to Dubai, UAE where Katherine 
is based, She was then introduced to the Execu: 
tive Committ 


s of Applied Solutions where the 
partnership started, The Philippines consumer 


industry and economic 


rowth is а very stron 
and interesting Market to expand the operations 


THE PRODUCT 
We are partners a 
the following Applied Solutions-Orapi product 
Industrial Division 

* Machine Degreas 


ıd the exclusive distributor of 


+ Industrial Degreaser 

* Aircon Coil Cleaning Chemical 
F&B Division 

+ Manual Dishwashing Detergen 
Automatic Dishwas! 
* Surface Cleaners 


ng Detergent 


* Food and Non- Food Surface Disinfectan 
» Kitchen Equipment Care 

* Kitchenware Care 

* Personal Hygiene 


+ Toilet Clean 
+ Furniture Cleaner 
* Carpet Cleaner 

* Window and. 
* Air Fresh 
+ Carpet Spotter 

Spring Cleaning Solutions together with Ap. 


в Cleaner 


plied Solutions-Orapi maintains а strong tech- 
nical support team, We provide logistics and 


services with our "special-touch" tailored to 


vide our custo 


cost-efficient pi 


RECENT DEVELOPMENTS 


ur product degreasers 
chine's Prevent 
Parts and exterio 


PROMOTION 


Schools education /information campaign for 
proper hand-washing. We are also involved 
im building more hand-wash areas for these 
public schools. 


BRAND VALUES. 
Strong values that allow us to move towards an 
ever more beautiful and powerful future 

< Respect is our philosophy. It should lead us 
all to appreciate the value of others, to con 
sider all internal and external stakeholders of 
the Group: employees, suppliers, consumers, 
distributors, and even competitors. 

* Boldness combines creativity, determina 
tion and bias, au 


acity is driving innovation 


and success, For us to be bold is to believe in 


he human and his im 


gination. Is to open new 
avenues, be where you are not expected. It is 
constantly reinventing itself, This is pushing 
the limits of science, It is surprising and dar 
ing undertaking 

* The Performance of Spring Cleaning ‘Trad 


powered by Applied Solutions-Orapi con 


e to be the best in their respective 
markets, engaged in a process of continual 
improvement, All share the need for quality 
a sense of excellence, the taste of the efficacy 
and desire to succeed 


* Our brands с 


sustainability, We 
have the unique know how to create brands 
Our approach is responsible, thoughtful in 
terms of sustainable development. We al 
ways му to anticipate the long term in 
pact of our decisions, environmentally 


friendly products and packaging, to adopt a 


responsible approach. 
* Extreme Clean! We Spring clean! 
Я 


stion. Service. Excellence 


THINGS YOU DIDN'T KNOW ABOUT 
SPRING CLEANING SOLUTIONS 
O We provide customers with a " total 

supply package" encompassing prod- 


uct, service, maintenance, training, and 
stance 


technical as 
Э Highly concentrated chemicals, 


O An International Reputation of Orapi 
Group who is present in 5 continents, in 
more than 100 countries and carefully 
selected distributors, 


No artificial odor. 
Safe for the environment 
O Effective and Comprehensive offerings 


2 Bottles are made from 100% recycled. 
plastic 


ТНЕ МАВКЕТ 


and rec од chips. All panel and end up with powdery bricks. When 
е distinct eit ditio lled, these bricks become hard to install 
temp: а varie casy to break. With GT Claystone, bricks 
colors m: ble thr с assured of s kiln-dried bricks that 
mputer printing technolog: ould last a lifetime. Gt Claystone comes 


THE PRODUCT with a patented nish — different sizes and applications for both walls 
Gt Stoneworks products include Manufac NICHIGUARD anti-algac Ordinary payers and pressed clay 
tured Wall Claddings, Decorative Cone offer an artistic and unique finish to 


Stamping, Natural Stones, Paving 
System, All-Weather Outdoor Furniture 


Artificial Grass 


fle 
look, When fastened on walls, the bricks will 
on its own as its finish bring a 


New products such as Granite Wall € roughout the structure 


BRAND VALUES 


GT Stoneworks is one of the most recogniz- 


Bricks prod 


RECENT DEVELOPMENTS ing f Philippi hey for the construction finishing industry. The 
Granite wall claddings have been introduced were he hat we brand represents quality istency. reli 
1o the Philippine Construction and finishing were also involved in the decorative се bilit decorative sto d concrete 


is. GT Stoneworks prides itself 


юге than a hundred Filipine wner more choices for their 


nited States, brick 
cades as they were 
as with large 

Ihe mainte 


Developed in the United States, the proc 


provides а granite finish on virtually all su 


is quite remarkable Engr. Herman His. 
torillo, Project Manager, "imagine, wall sur- THINGS YOU DIDN'T KNOW ABOUT 
aces, when properly designed, can re GT STONEWORKS 


the color, texture and real 


nas on О GT Stoneworks is a product proudly 


made in the Philippines. Although the 
profiles and colors looks imported, all 


put this inside or outside the В 


no worries about the effects of the environ- 
ment on the surface." Right no 


he gra 
GT Stone- 


addings, but 


jeveloped and manufac- 
ite finish is being offered a 


tured here. It is a testament to the cre- 


ers who share a 
ing new stone 
profiles for the local market 


ativity of our Desig 
they can be applie 
Nichiha De 


duced at the 


oe common passion in cr 


п panels hav 
16 Worldb, 


supreme el - 


Supremedeals Corporation buîlds an eco-sys- 
n e-Commerce Sales Platform includ 


logistics (delivery, warehouse, and inven- 


tory), whole selling quality products, and with 


impeccable branding at its forefront 


Supremedeals.com Email client list of 1 million. 


targeted by region, age, sex, 5осїо-есо standi 
There is a future service to assist Healthcare 
for the masses 
А comprehensive service includes our own 


delivery riders for Metro Manila 


THE MARKET 


temet marketing, ог online market 


to advertising and marketing efforts that use the 
Web and email to drive direct sales via electronic 
in addition to sales leads from web 
ils. Internet marke 
g efforts are typically used in conjune 
tion with traditional types of advertising such as 
radio, televiston, newspapers 


commerce 


sites or en and online 


adverts 
id magazines. 
Supreme Deals Corp is an e-Commerce store: 
for restaurant deals, products, gadgets, health, 


beauty, and travel. We cater to the consumers 


їп the Philippines. Supreme Deals special 
izes in Lower Priced deals, Convenience, but 
with Quality. Supreme Deals Corporation is 
ап E-Commerce selling site established in the 
Philippines in the last 2years, The increased ac 
cess to the internet will catapult e-Commerce 
exponentially in the next few years, 


Supremedeals.com an international selling 
shopping site has been launched and in opera 
tion. We offer what the many other selling sites 
do not carry and establish a permanent and sus- 


taining partnership with our customers. It is not 
necessarily just the price but the factor of af- 
fordability vis-à-vis a necessity be it aspiration 
The Philippine market unlike 


the international on-line selling sites are not 


al or otherwise 


necessarily linked to an international operation 


To pin down the markets demographics or — Supremedeals went from 12 products to a ro- 
on of 1,000 SKU's within a given year, 
creased subscriber base to 750,000/рах 
with more than 320,000 Facebook fans makes 
us proud to be a Filipino selling site 
While the internet allows for 


for nity with high 


analytical psychographies for internet users 


es all A 


ility to read 


will prove to be futile as it today сп 


ages th 


and write and a interconnectivity to the internet 


There аге no barriers for entry be it for financial 


global commu. 
fications other than an i 


rest for rest abroad for a well-built 


mation be it for со 
ping or keeping up with current events. 


tinui 


knowledge, shop- — e-Commerce site with a small eco-system of a 


robust e-Commerce site, we 


re proud of our 


stics (including internal fleet and warehous: 


ACHIEVEMENTS 

Supremedeals has 750,000 subscribers and 
more than 320,000 Facebook fans. 
Supremcdeals is a duly registered corps 
in the Phi 


customers, We went 


ng) and Marketin 


HISTORY 
Deals 
eth Ching. 


ation Supreme Corporation founders ure 
Ken Benedi 
M.D., Sultan Bob Datimbang, and Lito Lopez. 
to Php 750,000.00 in sales. Simply 


executed in January of 2015. 


pines. From a starting point of no 


jo, Renato Cheng 
\ zero to 10,000 hits 


daily with rev 


n idea into a reality today with filings 


Supreme Deals Corporation is based in 
Makati City 


2014 — Idea to Assist in Consumer Goods 
2015 — January SEC Papers Filed 

2015 — April Office Set Up 

2015 — June Web Site Up 


2015 — October achieved Php 750,000.00 
Supreme Deals Corporation New Site Plat 
forms Forth comin 
Kenneth Ching is the energy and drive behind 
the e-Commerce belief that the Philippines will 


be an internet driven consumer. The founders are 
all businessmen that provide top quality service or 


The Supreme 
Boyfriend Watch 


products. They are owners of a major shoe chain, 


appliance company, health service, and agrici 
tural products such as palm oil. They have seen 


the rest of the World move from Malls to internet 
commerce, Understanding this, they have place 
4 strategy that is timely and required for the next 
generation of Filipino consumers. Many middle 


class customers do not have a license much less a 


car. The travel to malls and stores is no casy 


ter for them. Include the weather and areas where 
walking is less than safe especially with newly 
purchased products, This is an ideal environment 
for e-Commerce. Products delivered to your door. 


Less worries and more time for other endeavors 


THE PRODUCT 

Building an eco-system of an e-Commerce 

Sales Platform including Logistics (Delivery 

Warehousing, and Inventory), with whole 

sale selling quality products with impeccable ore ep bee ИНА 


is the comprehensive and totality of 


Supremedeals Corporation 


СЕ 


The ability to identify and source products to 


merchandise the world over, to importation and 
warehouse, to organizing our inventory to m 
keting on-line is but part of the comprehensive 


ization. Logistics is part of the service 


with a personal touch from our сай! center for 
guaranteed satisfaction is but our objective 


We are proud to promote an Email client list of 


over | million which can be targeted by region 


rch engines, and organic search engine 
s Via search engine optimization (SEO), THINGS YOU DIDN'T KNOW ABOUT 
SUPREMEDEALS.COM 


A future service to 


ist Healthcare for the masses is well on the table 


+ Email marketing involves both advertisi 
PROMOTION promotional m: 


Internet marketing ean also be broken down into sa 


2 We are an eco-system of an e-Commerce 
Sales Platform including Logistics (De- 
livery, Warehousing, and Inventory), with. 
wholesale selling quality products with 
impeccable branding is the comprehen- 


more specialized areas such ав Web marketing, — * Social media marke 


email marketing and social media marketin tising and marketi 


* Web marketing includes e-commerce Web ing) efforts via s 


sites, afiliate marketing web sites, promotion- — — Facebook, Twitter, същества сы ip 
al or informative web sites, online advertising = Social Media and Search Engine Optimization Е 

2 We are the best Filipino owned c«com- 

BRAND VALUES merce site in the Philippines. While oth- 

Saeco ca релй lal ag ers are owned by Germans, Singapor- 

cans, Japanese, and Malaysians, we are 


nd to sustain for the 


truly Filipino. 


delivery vider Filipino people be it for information and education 
to convenient selling sites on the net. A go to place | О While the internet allows for a global 
n products and services. community with high interest abroud 
БЕ ъа ienced by tradi for a well-built e-Commerce site with. 
у the last mile delivery а small eco-system of а robust e-Com- 
e-Commerce in the Philippines have a primitive merce site, we are proud of our logistics 
ateway system Гог ent which requires (including internal fleet and warehous: 
Cash On Delivery, a mech ot necessarily ing) and Marketing 
used in Ist work ies for the last 10 years 


office manager 


Sales азессакев 


accountant 


ТНЕ МАВКЕТ 
There is no loss of words for the description of 
art as literature has defined Ап as a diverse range 


of human visual, auditory or 


activities in creati 


performing artifacts. (artworks), expressing the 


author's imaginative or technical skill, intended 


фо be appreciated for their beauty ог emotional 


power. In their most general form these 


include the production of works of criti 


cism of art, the study of the history of art, and the 
aesthetic dissemination of art 

Artworks by Filipin 
photography ete.) strictly compose our mar 
ket. This would be inclusive and compliment of 
Handeratied Home grown Coffees 
Milkshakes, Cakes and Pastries, С 


and consumables Coffee beans, Cafe equipment 


artist (sculptures, paint 


Overload 


fè supplies 


syrup, cashew nuts, banana chips, breads and pas- 


tries, Vino de Coco a local wine from Tacloban i.e 


The Attic Café, the perfect venue! 
We also cater to artist's workshops as well as 
Students, Working Group, 

Art Lovers, and Coffee lovers 


Business owne 
туп to The Attic С 
А hom 


to showcase the talents of Visual Artists from al 


are all fè and Gallery for 


this sir own Café Gallery 


Маг purpose 
walks of life is our mission. 

We take pride in being recognized as a repu 
table, home 


grown company that provides the 


exceptional coffee experience and dining, com- 


pliment of our heritage and ап. Our Humble Art 


Gallery continues to showcase more than а dozen 
stunning world class exhibitions from our own 
Filipino Artists, We commend and value their 
dedication, innovation, and passion demonstrated 
across our team in making this vision happen. The 


delightful meals and handerafted drinks served up. 


every day from the developing menu makes us a 


thrilling place to come to work cach day whilst 
demonstrating Filipino Talen 

We continually reinvent ourselves as а global 
homegrown company that creates new value as 
we grow with our customers and enhance our 


BEHIND 
EVERY 
SUCCESSFUL 
PERSONS. A 
SUBSTANTIAL 
AMOUNT OF 
MILKSHAKE, 


ACHIEVEMENTS 

5 has proven to be an exciting year for The 
Attic Café” and Gallery as we developed the art 
industry и y. promot to the 
partner w ow 


of the greatest 
collabo As the business development pro- 


gram са the concept was bom. Fine 


Art plus Home 
rium. The Attic Cafe and Gallery рага 


wn Collec is the perfect equilib- 


made possi genius of two Filipina Бон 


gincers who dreamed of operating a business that 


community. As aches we are ready 10 


port coupled with two 


and the Fly Г 


with business develo The Attic Mini 


Gallery a 


CassyRathy breads 


upcakes boutiques with 
owner JoAnnaLiza Vocalan turned the business 
The Attic Mini Gal 
а freelance visual artist 


into а small gallery called 
lery. Art exhibitions by 
Ms. Carla Chua (medium in watercolor) and М». 
JoAnnaLiza М 


proved to be successful 


alan (floral art was SOLD out) 


ay art exhibitions showcase Filipino arti 


and talents through different mediums i.c. paint 


ings, sculptures, photog 
ines), origami, to include LATTE ART 
у disciplines 

Filipina Engineer interestingly 
Ms. Katherine Guevara 


іам and globe trotter based in the UAE has been 


зру, calligraphy, poems 


form the m 
Апош 


enous’ 


a coffee enthu 


the latest addition into the business partnership 
with Ms. JoAnnaliza to com! 
lery with the café-coffee she 


ne the fine art 


Both consider cof 


fce making another form of art for reasons they 


called our barista a “coffee artist”. This business 
development and partnerships incorporating ап 
into their business model is now The Attic Café 
nd Gallery 

Art for heART 


n art exhibition from 
Artists 
however are made to provide free art workshops 


eat visual artists at no cost to the artist. 


dents. Since 2014 we have 


1o our supported art st 


adly completed 
fi 
Today we are proud to provide for free, art work 


е art workshops to over 200. 


students ranging from as young as 3 years of age 
shops to over 300 students. Programs include free 


it materials 


paint supplies to public schools, 
We have provided awards of appreciation from 
the Department of Education NCR LPC 


HISTORY 


Engineers JoAnnaLiza Vocalan and Katherine 


given birth to 
y with The Attic Café and Gal- 
inated in Dubai where 


model we sec ta 


lent. The concept first or 
Katherine and J 


Annaliza were very fond of 


food and great coffee, Their synergy gave 


sleep is a 


symptom 


of calleine. 
deprivation 


Because we are so good togemer 


GREAT COFFEE 
GOOD VIBES 


reality, Local Artists today showcase their talent 


through visual art compliment with coffee as in an 
art form for genuine appreciation who is headed 
by our Gallery consultant Waldz Villanueva, ar 


artist of expressionism heads the Gi 


Janey, He is known for his contemporary subjects 


affiliated with various art organizations. He is 
popularized by being one of the 25 Filipino Visual 
Artists who painted the mural "The History of the 
Nation" for Philippine president Joseph Ejercito 
Estrada in Malacanan Palace in the year 2000, 
This innovative business model is constantly 
improving with the creation of new product lines 
for food and beverages. Our in-house Chef is in 
‘osmosis with our business concept. 
THE PRODUCT 
The Attic Café and Gallery offers organic hand 
crafted beverages and word class artworks from 


in the Philippines. We pride ourselves a 
coffee and a dining experience, compliment as 


a place for ART. Our people in the business are 


likewise our asset, They make each and every 
fee cup an experience, unique yet artistic for ош 
clients to 

The story amidst the bustling city of Las Piñas, 


adjacent to a mega structure in the center of the 


city lays a simple yet appealing hub for artists an 
art enthusiast. The Attic Mini Ga 


кту; showcases 


found in an attic, It evokes the query as to what 


conversation pieces can be brought into being as 


implied by the rocking motion at play of the gal- 
lery's rocking horse logo. 

Mission | Vision: 

Transcending boundaries through arts! A place 


of solace to nestle diverse art forms! Cultivating 


daily pleasure, one 
We take pride in 
blc, home grow 


xceptional coffee and dining 


5 а place for artist to sh 


creatin 


pression with a culture of Joy and Passio 


PROMOTION 
We provide 50° 
when dining 


s to all Filipino 

at the Clark Ай 
роп and at the Las Pinas branches, We provide a 
National Art Со 


ош allery 


y. We also pro- 


vide a kids 
Wee 


orkshops and art o 
pal m 


bitions. We encourage students to utilize our в 


lery as libraries to complete their research, home 


d thesis. 
heART" Na 
The artwork used 
per heART Ni 
around the idea of sincerity and 
Attic Café Gallery team 


atives team brain stormed and decided that 


^ fosters explorat 


which is an im 


was derived from 
the Superbrands logo. The An 


'ebrates the brand certification 


Café Gallery cel 


them - be ıt gallery to have joined 
such a pre ip. The “he ART” in the title 
is a staple in The Attic Café Gallery. Every art- 


respect by the gallery owners and employees. Ev- 


BRAND VALUES 
Our tag line: 


Perfectly R Blended, 


The inspiration behind our logo came about 
when an attic meant to be storage was converted 
in a humble art gallery to showcase the talents of 
visual artists from all walks of life, The iconic 


Rocking Horse which is usually found in attics 


symbolizes good disposition, creativity and ver 


ity in which The Attic values uphold. The wood 


finish on the s now the recognized wood 


pallet wall facade in The Attic in which evokes a 


ustic warm feel of the gallery 
Our brand was developed and completed by 


ART. wART- 


fully” meaning all vision and creativity build with 


love for ART 
(Сау 
m 
FA 


we consider all our process as 


passion 


uper heART " 


THINGS YOU DIDN'T KNOW ABOUT 
THEE ATTIC CAFE GALLERY 


O The main branch in Las Pinas was built 
with recycled materials and up-cyeled 
interiorto includethe wall wood palette 
made from scrap woods. Every cup of 

ш specialty coffee served hot or cold 

you can enjoy with latte art, а truly 

worthy experience 


O Both owners are engineering gradu- 
ates, and are best friends for almost 
17 years. Coffee to both of them is 
not awakening but relaxing that rocks 
them to sleep. For every heART fully 
cup of coffee, 1 child learns to cre- 
ate art. Sipping heARTfully specialty 
coffee while looking at the artworks 
exhibition promotes emotions. brain 
patterns and individuality 


O The inspiration behind our logo came 
about when an attic meant to be stor- 
age was converted in a humble art 
gallery to showcase the talents of vi- 
sual artists from all walks of life. The 
iconic Rocking Horse which is usu- 
ally found in attics symbolizes good 
disposition, creativity and versatility 
in which The Attic values uphold. The 
wood finish on the logo is now the 
recognized wood pallet wall facade 
in The Attic in which evokes а rustic 
warm feel of the gallery 


Trusted since 1898 


The Manila Times 


ТНЕ МАВКЕТ 
The Ман An in- 


dustry leader for more (Вап a hundred years now, 


la Times "Trusted since 1898, 
The Times is proud to state the fact on the up- 
permost corner of the paper. The daily has over 
come all kinds of adversities, including those 
caused by dictators and global financial upheay 


ils. It still stands firm, surviving 16 


governmental administrations 
In August 2001, Dr. Dante Arevalo Ang, ac- 


quired The Times, giving it new vigor and a re- 


newed sense of mission, The Times is going on 

its 118th year in October 2016. 
Decision-makers and young business profes 
sionals comprise the majority of The Manila 
mainly to 


Times readers. These readers belon; 


middle-income families although the daily also 


enjoys a proportionately larger share of readers 
fiom the Class "A" bracket 

According to the latest survey of a reputable mar 
keting research firm that covered the entire year in 


2015, The Manila 
er among the national broadsheets in Metro Manila, 
and continues to win new readers for being an inde 


Times is now the firm fourth p 


pendent, reliable and hard-hitting newspaper. 


ACHIEVEMENTS 

Since Dr. Dante A. Ang took The Manila Time 
into the new milennium, the paper has promi- 
nently raised its standards of journalism. As 
such, It has received recognition from the Jaime 


Ongpin Awards for Excellence in Journalism and 


the Philippine Press Institute for its columns and 
its balanced news content. The Times has been а 
Superbrand awardee since 2005 

Under the leadership of CEO and Executive Edi- 
tor Dante “Klink” Ang I, The Times reporters and 
columnists have won numerous awards, reflecting 
of the newspaper's reputation. It won the Catholic 
Mass Media Awards for Best Business Co 


Managing For Society, penned by Dr. Benito Tee 
hankee, Columnist Yen Makabenta was presented 


Alagad ni Balagtas Aw 


ng mga Manunulat sa Pilipinas 


the Gawad Pambans 
by the Опус 
(Writers Union of the Philippines) for his essays 
in Er 
won the top prize in the 5th National Statistics 
Month Media Awards given by the National Sta- 
tistics Coordination Board for her story titled "PH 


rd 


lish. Business reporter Mayvelin Caraballo 


tourism needs to be more competitive,” the best 
1 for Print/Online 
d first 
place in the European Union Peace Joumalism 
The Teachers of Raja Muda. 
which was published in Davao City’s NewsDesk 
Earning. st Fast Times 
motori ed the 
Best Broadsheet Motoring Section award at the 


article for the Professional Awa 


category. Correspondent Jefry Tupas Баш 
awards for his story 
ition. 


Чу recog the 


of the newspaper, b 


14th season of the Henry Ford Awards in Janu- 


The M 


Chan ing 11 


an En 


ary 2015, It was recognized for its “content, re 
'evance, consistency and layout quality 

т nto a ca 

alism and mass nication, 

the Times management established The Manila 


Times School of Jou 


m (now CHED-recog- 


as The Manila Times College) 
a Bachek 


The school offers 


programs. It also offers Intensive Appr 


for Communication Arts Students and Се 


Courses in Journalism Plus, Acting for Film and 
Nursing Ва 
The Manila Times College further offers dual 
р with Emilio. 
Baliaug 


University, and 


TV. Film Production а rd Review. 


diploma degree in partners 


пащо Cc 


lege, National University 
icl L. Que 
ıe Philippines L 


University. M 


Lyceum of 
Moreover, The Manila Times College si 
Mem 

University in бе 


n of Und 
any and Th 
» collabo 


tanding with Goethe 


Univer- 


of students to undertake on-the-job 


pprentiveship, cement studies, 
ilar activities in the areas of joumalism, 
creative w and cultural studi 
To date, The Manila Times College is the only 
journalism school that offers on-the-job tra 


Day One 


с only educ: 


the 
tic 


to students fro 


the country 


з run by professional media practitioners. 


ne of i 


Philippines is heralding another modern addition 


with its first? ever digital version now up at di 
tal manilatimes.net 
The digital edition is the exact replica of the 


ion in every respect, including the lay 
out, the photographs, even the ads. И is available 


worldwide where there is ап Internet connection, 


the very moment it is available to Manila readers, 


HISTORY 
The Manila Times first hit the newstands on Ос 
ober 11 
Paris took effect, and the country fell into Amer 
The 


Philippines grew, and 


1898, a few weeks айег the Treaty of 

American community in the 
did the demand for an 
Thomas Gowan, 


English-language 

anf 

by founding The Mani 

In 1898, George Sellner 
er, boul 

[PT 


ishman, so iddress those demands 


ht to 
Times 


The Times business. 


the paper from Gowan, and sold 


oup af American businessmen in 1902. 
Then Sellner re 
Thom: 
Filipinos started to join the form 
staff sometime in 1918. The Times roster of Filipino 

aKa 
las-Katigbak, Jose P. Bautista, Jose Luna Castro, 


quired it three years later, In 1907, 
C. Kinney bought the paper from Sellner 
all-American 


journalists included luminaries such as M 


Luis Serrano, Benjamin Osius, Jose L 
Estrella Alfon, Cita Trinidad, Consuelo G. Abaya, 
Carlos P. Romulo, and Benigno Aquino Jr, 

When World War If ended, the heirs of Don 
ма 
The new Manila Times would reign as the Phil 
es’ No. 


Guevara 


adro Roces Sr. reopened the paper in 1945, 


ipi in circulation, content and 


1 pap 


Work Bank 


"ad Ec 


Guest peahers at The Manila Tex rd Business Foren. from lft: International Monetary 
Fund Resident Representative to the Philippines Shana Javanarh Ра. Cent 
Philippines Governor amd Chairman af the Monetary Boar! Amando Tetangen Jr and. 
vomit Rogier Fon Den Brink 


Another peer ls 
Bank of the || Convergys Philippines 

ces Curparation 
Chairman Мате Zamora 


Editor-in-Chief Nerilyn Tenorio (lef) and 
Publisher Editor Rene Q. Bas 


printing quality until September 1972, when Pre 
ident Ferdinand Marcos declared martial law and 
closed down the paper. The Roces family revived 
The Times on February 5, 1986, a day before the 
‘ouster of Marcos but after three years, the family 
sold the newspaper to tycoon John Gokongwei Jr. 
Early in his administration, then President Jo- 
seph Estrada sued the newspaper for P101 million 
for publishing a story that called him an “unwitting 
xlfather" to a suspected fraud, This prompted the 
sement to print an apology "but not 
tion,” according to then Publisher Ermin Garcia Jr. 
Eventually, The Times under Gokongwei printed 
its last issue on July 23, 1999, The Times got back 
оп its feet following its acquisition by Dr. Dante 
Ang, with the August 8, 2001 issue carrying his 
pledge to reclaim the greatness of the news 
“А window on the past and a door to the fu 
is how Dr. Ang, now the newspaper's 
Chairman Emeritus, describes The Manila 
as it flourishes under his watch. 
Our mission, then. is to inform 
clearly and accurately, to reflect on gre 


er 


ше 


"mes 


He continues: 


deci 
sions and events, to arouse the intellect, lo excite 
curiosity and w 
the way to the future, but always with the aim of 
sharing with our readers and advertisers the joys 
nd the defeats that 
are the stuff of our daily lives." 

Dr. Ang recognizes that there is still a long way 
to go, but declares that "we will get there.” He 
reiterates that commitment: "Recording, stor- 
ing. perpetuating the national memory was the 
principal vocation of the old Manila Times. We 
intend to ге 


nder, to honor the past and pave 


and sorrows, the triumphs 


дїп that distinction." 


THE PRODUCT 
The Manila Times today is а daily broadsheet 
with News, Opinio: 
and Entertainment sections. It is also 
the weekly publication, The Sunday Times M 
azine, as well as other weekly sections like M 
ketplace, Expats & Diplomats, and Fast Times 
Fast Times or the Motoring section is a nch 
source of information on ears and trends in the 


» Lifestyle 


Business, Spor 


automobile market and industry, Fast Times add- 
ed prestige to the newspaper when it clinched all 
the major automotive journalism awards given by 
prestigious organizations from 2010 to the present. 

The newspaper's most popular section is Opin 
ion and Editorial (OpEd) containing analyses of 
major news events; incisive columns by opinion 
writers who are hailed as the best in the land: 
commentaries contributed by experts and the 
most respected authorities on different disci- 


plines: and readers’ letters and comments. 

Today, The Times’ OpEd is considered by 
many to be the country’s best, Its popularity 
surged even more in 2013 when former Ambas- 
sador Rigoberto Tiglao’s hard-hiti 
and Francisco Tatad's profound poli 
ап to appear, 


al and so- 


Also among The Times respected сой 


ists 


are well-known commentators and authorities in 
Ricardo Salu- 
шар, Gus Lagman, 
Efren Danao, Maribel 


their 
do, Felino Palafox, Rene 
Nelson Celis, Lito Averi 
Ongpin, former Ambassador Jose Romero and 
his fellow former ambassadors in the PAFI foun- 
dation. Jose Carillo and Homobono Adaza add to 
the prestigious roster of The Times columnists. A 
special favo 
column of Chief Persida Acost 
torney's Office, For excellent ess 


te of readers is the free legal advice 
of the Public At- 
уз and states 


man-like analysis of the political economy and 


ai. rely 
at least once a month for The Tim 


The Times business section updates readers on 
the latest local and foreign economic news. It also 
carries the highly useful classified ads section. 
Recently, it launched its new sub-sections called 
Real Estate and Property. Business Section editor 
and Columnist Ben Kritz, together with Emeterio 
Perez, E. J. Lopez, Ben Techankee, Mike Woot 
ton and experts of the Rural Bankers Asso 
auditing firms SEDPI Development 
Finance Inc nt Thornton Outsourc: 
Inc., Financial Executives Institute of the Philip- 
pines (Finex), Navarro Amper &amp: Co., the lo 
cal member firm of Deloitte Southeast Asia Ltd. 
Independence of Isla Lipana атр: Co/PWC 
Philippines and Registered Financial Planner of 
RFP Philippines provide the business and indus 
trial community with savvy 
ings of 

The Lifestyle and Entertainment sections 
aders with the latest news and behind-the 


ion. 
and new 


nomic and practical business trends. 


health and parenting, among others 
The Times Sports se 
coveray 


on offers a comprehe 


of local and 


rnational sports events. 
January 2016, the Sports section launched 
its new sub-sections on the US Major Leag 
Football, Women Sports and Motor Sports. 


PROMOTION 

For most of the post-war period, The Manila 
Times was the number one newspaper in the 
Phil 
1972 put an end to that distinction. 

Now ment is working hard at 
increasing its market share. 

The Times is constantly improving its layout 
and editorial content. The Times also builds and 
ethens networks and linkages with busi- 
vemment leaders. It conducts re; 
roundtable interviews with CEOs, 
retaries, ambassadors and other newsmakers of 
the day. The roundtable discussions are reported 
as news and features, 

The Times ай 
and adv 
and Marketing 
Chief Operatin 


mation of martial law in 


pines. The proc 


the new mana; 


ular 


Cabinet sec- 


ive promotions 
The new Sales 
roup led by Blanca Mercado, 
Officer, and Danilo Ocampo. 


Vice Preside 


sire 


и for Sales and Marketing, have 
vened the marketing, advertising and cir- 


culation operations of The Times 
Special Supplements projects continuously 
highlight promotional eampai 
advertising partners. 
The Times also actively launched special events 
in recent years. Из Business Forums is now on 


ens of The Times” 


its fourth season. There are also the Women's 


Circle, a forum Series for Women Executives, 
and the First President's Cup, a golf tournament 
sponsored by The Times, and Page One, a privi 
card for The Times’ subscribers and other 
persons with distinct ties to paper 


BRAND VALUES 

The Manila Times is one of the most recog: 
nizable brand names in the Philippines. Most 
people in leadership positions in business and 
government grew up reading The Times. It will 
continue to have a special place in Filipino 
homes, schools, government and business of- 
fices because, as the surveys have reported, the 


new generation of business leaders forms the 


paper's current readership base. 

The strength of the brand may be attributed to 
the people who put it together. The Times alumni 
roster is a virtual Who's Who in Philippine his- 
tory. The current pool of editors and writers are 
veterans in the industry led by Publisher/Fditor 
Rene Q. Bas and Editor-in-Chief Nerilyn Teno 
по. The section editors and reporters are profes- 
sionals in their respective fields, The news se 
tion offers comprehensive, and objective stories 
while analyses, outspoken editorials and incisive 
opinion essays reflect on the meaning of the 
news and their impact on the national life. 


One testament to the strength of The Manila 
Times brand is its ties to the education indus 
try as The Manila Times College continues to 
grow, it constantly produces, having outstand 
ng graduates now employed in various mass 
media of the country. 


THINGS YOU DIDN'T KNOW ABOUT 
THE MANILA TIMES 


O From 1950 to 1972 The Manila Times 
excelled as the Philippines" No. 1 news- 
paper in circulation, coverage of re- 
gional and national events, and OpEd 
columns that commanded the attention 
and respect of national leaders. With 
Publisher Chino Roces” encouragement, 
Times reporters and columnists berated 
corrupt national and provincial officials 
and exposed unpatriotic activities. 

O Most of the other Manila newspapers" 
roster of highest ranking editors and 
writers since their foundation include 
former editors and staff members of The 
Manila Times. 


ЕОАМ 


ТНЕ МАВКЕТ 


Uratex is the country’s leading industry leader 


in manufacturing foams and mattresses, With 
our commitment to excellence, we continue 


lo innovate by using the latest technol 


10 ensure each product delivers exceptiona 


comfort and support 

The company has а diverse market reach 
arket seg 
1 has provided 


and appeal, tailoring to different n 


ments, As foam is versatile 


millions of Filipinos comfortable sleepin 


products for their homes, Из wide array of 
ial 
tel and 


products can also be found in commer 


establishments and institutions. F 


resort industries have relied on the brand to 


complement their facilities, ensuring a relax 


ing, comfortable aml 


йапсе for their guests, 


ACHIEVEMENTS 

For almost 50 years, Uratex has received 
several awards and recognitions to its com- 
mitment to quality and stellar customer ser 
vice, Since 2008, Uratex is awarded as the 
Reader's Digest Platinum Trusted Brand for 
Mattresses for Household Products Ca 
It has also been recognized as the Philip 
ds Marke 


These organizations care 


pine's Choice by the Superb 


International, Ine 
fully choose which brands Filipinos trust to 
maintain а strong appeal, credibility, and the 
brand's commitment towards excellence and 
quality of products and services. 

From the des 


п to the process of creat 
ing their products, Uratex is guided by the 
"Quali-5 applyin 

stringent standards to deliver quality sleep 


Cellular Technola 


As certified by ISO 9001, it 


practices world-class quality management 


solutions 


systems ai əd- 


carefully process each 
high-g 


edge equipment. In terms of production, the 


uct using ade materials and cutting 


ides with the Се 
standard that са 
harmful mater 


Is in polyurethane foam. АП 


т varanteed safe and free from 


tresses are 


ozone “depleters”, heavy metals, dyes, a 


other components that can cause health 


risks 


x also works 


the Philipp 


ne Ort on, Ine 


opaedic Assoc 


Sa d 


Orthocare 


THE SLEEP SPECIALIST 


(POA) and the International Sleep Products 
Association (ISPA) camp 


sleep awareness and manufacture of science 


signing for better 


based products 
Uratex is the recognized household name 
in the bedding industry, making it synony 


mous with quality, Today, Uratex continues 


give Filipinos comfortable and affordable 
mattresses with 21 plants nationwide, It also 
es as а key supplier to country's promi 


t companies from the hotel 
industry. Th 


Australia and 


тіше 


company exports its products to 


HISTORY 

The Uratex promise, to produce high-quality 

mattresses Filipinos 

Robert and Natividad Cheng established the 
1968 


an afford, began when 


Polyfoam Chemical Corporation in 
Through hard work and perseverance, their 
brand Uratex developed into a larger corpo 
ration called the RGC Group of Companies to 


cater to th demands of other indus: 


tries, The company is composed of the fol- 


Jowing: the Multican Philippines for manu 


facturing best seating solutions in the auto- 


motive industry: the Roberts Automotive and 
Industrial Party Manufaeturing Corporation 
(Roberts AIPMC) which focuses on or 
manufacturer (OEM) 
the RGC Textile Manufactur 
ing Corporation supplying high-quality fab. 
tic for furniture, mattresses, automotive, and 
toys; INOAC Р! 
specialized foam for electronics; and Ready- 
Wrap Containers whi 
containers for everyday use. 


nal 


equipment products 


and services, 


lippines Inc. for developing 


offers smart, reusable 


From humble beginnings, the Cheng fam 


ily has also been known as an entreprenew 
with а heart, They established the Robert 


Cheng Foundation as its way to give back 


lo the community. The Foundation has beer 


actively working on several projects to 


reach out those who are in need, Aside from 
providing scholarships, it has also worked 


zations and institutions 
provide foams and mattresses for commu- 
nities affected by calamities, supported 
AGAPP in building 1000 classrooms thru 
donation of chairs, tables, and storage bins 


and built two classrooms 


THE PRODUCT 

Uratey's roster of brands caters to different 
markets, It offers a wide selection of prod 

ucts from mattresses, sofubeds, portable 

pillows, and bed accessories that aims to help 
everyone get a better sleep. 

The Uratex Classic Mattress Collections of 
fer high-quality mattresses at the best value 


These basic collections can be found in almost 


every Filipino household, known for provid- 


ing а right balance of comfort and support 


With the Uratex Premium Mattress Collec- 


tions, the local market can enj 


sleeping experience at the comlort of their 
home. Infused with Sleep Science Technolo: 
gies, these exquisite mattresses address different 


тепши Touch Collec 


needs of the sleeper. Its. 


tion uses individually wrapped coil springs that 
intelligently conform to the movement of your 
body, minimizing turning and tossing dari 

the night. As an added feature, all Uratex Pre- 
mium Mattresses are treated with Sanitized'k 


Monoblock chair 


convenient furniture ideal 


RECENT DEVELOPMENTS 


as more Filipinos are discovere 


superior sleep. The с 


Uratex presents its exci 


reated with Sanî 


PROMOTION 


Ве country, This is due to the integration of 

both traditional and online promotional cam- 

paigns to be recognized not only for its qual 
" 

Uratex supports different events and festivi 

ing its Mobile Sleep Solution Truck 

he company tours around the country and 


ity but also, as the Sleep Specia 


ics, U 


participates in traditional festivals to raise 
wareness on how to achieve better sleep. 
This year, the company also joins the Phil 
ippine Society of Sleep Medicine (PSSM) 
in celebrating the World Sleep Day. The 
2016 camp: 


gn, "Good Sleep is a Reachable 
Dream,” expresses а desire for everyone to 
vod, sound 


пай a cep. The event was 


celebrated through a series of symposiums. 


exhibits, and other promotion 
In terms of online brand presence, Ura 
ex recently launched their new website and 
pushed through active social media commu 
cations not only to promote better sleep but 
so to understand and learn more about our 


customers to best address their needs, 


BRAND VALUES 
In its strong commitment to excellence, 
Uratex is recognized as the Sleep Special- 
ist, being a consistent leader in sleep solu. 
ons. It developed into a household name 
in the foam and bedding industry, making 
it synonymous to quality, Our company is 

by the Quali-5 Cellu 
ogy that is defined as a collection of the 


guide ar Technol 


qualities and technologies that ensure that 
cach product we manufacture has world. 
class quality. delivering superior comfort 


and support 


THINGS YOU DIDN'T KNOW ABOUT 
URATEX FOAM 


O Robert G. Cheng, found 
known to the world as a гаш 
businessman story. For those who 
knew him personally, he is known to 
be a very kind and generous man. Even 
when Corporate Social Responsibil- 
ity or CSR was not yet in fashion, Mr. 
Cheng has already practiced it. It is in 
this spirit of kindness, compassion and 

'nerosity, institutionalized in Uratev's 

culture. that we carry out our bu: 

including our CSR activities. 


of Uratex is 


-riches 


ness, 


O His wife, Naty Cheng. has always been 
а benefactor of education,she has a 
scholarship program for Caddies’ chil 
dren and deserving children of RGC 
Group employees. 


ОФУМАК! 


since 1995 


Wak 
that 


THE MARKET 

Metrowealth WAKI International Group 
Metrowealth WAKi In 

(MWIG) w 


gement determined 


global marketing by usin 


the company brand 
Now, WAKi has become a popula 
brand for health care equipment industry 
in Asia Paci 
rhe company's natur ^ 

The company S natu А 


all product 


n shopping malls. Waki is 
swing rapidly and we aim to 


ACHIEVEMENTS 
a WAKI BRAND exists since 1995, Waki has 
home appliances and health саг t awarded many achievement certifications 
European coun ө © e о since 1995; Waki сап be described as 
+ Investing in. Metrowe flovies Pro- we ч vas. шә King of High Potential Therapy Equipment 
duction in Malaysia local film industries of the world because Waki is the top seller of 
+ Investing in Metrowealth housing devel- = these therapeutic products 


HISTORY 
WAKI has established sine 


1 Malaysian Chinese 


tage by stag обете — pucs in WAKi Branding Fair in 
high-end shoppi Thi 
THE PRODUCT Ка sun nd 
Waki has alread! bs ss 
into 5 ranges of p 
which are healthy pote 
tial devices, healthy air BRAND VALUES THINGS YOU DIDN'T KNOW ABOUT 
devices, heal e s s METROWEALTH МАК! 
d e d Pe INTERNATIONAL GROUP 


2 Metrowealth WAKi International 
Group's objective is to market excel- 
lent quality health care products to 


all households and move together to- 
wards a better life. 


“а 
а 
d 

5 
IRE 
TED 
ER 
BE 


ТНЕ МАВКЕТ 
MEGAFIBER, GOUTRITIS and BrainMaster are the 
latest brand additions to Whealth, Inc.'s range of inno- 
vative all-natural products that include ABW Leaves 
of Life and CranUTI - ай created to address common. 
health problems of Filipinos through preventive health 
care, Since the introduction of its first 100% 
dietary fiber supplement in early 2000, Whealth has 
continued to serv 
scious individuals who choose to adopt a healthy life- 
style and recognize the value of preventive health care 
MEGAFIBER - The new standard in food fiber 
MEGAFIBER is 040% pure psyllium liber 
and offers the original natural quality and health benefits 
of arguably the best food fiber in the world while 
more value for your maney: It is packed with 


a growing population of health con 


ade from 


fiber goodness because every jar and sachet of MEGA 
FIBER has 50 percent more fiber content but at cheaper 
retail prices than other brands. Hailed as the new stan- 
dard for psyllium fiber, MEGAFIBER appeals to both 
psyllium fiber users looking for a bet 
for money, as well as, first-time users looking to adopt a 
healthier lifestyle by increasing their fiber intake. 

GOUTRITIS - Gout and Arthritis Relief 
must be the most painful form of arthritis, А gout at- 
tack is said to be one of the most agonizing experi 
ating 


си 


value 


Gout 


ences, characterized by swelling and severe, de 


а joint due to the formation of 


pain that emanates fron 
uric acid crystal deposits caused by too much uric acid 
build-up in the body: GOUTRITIS comes to the aid of 
individuals suffering from this condition that makes the 
body so sensitive to touch that even the slight brush of a 


bed sheet on the inflamed area can cause a su 


um- 
ing pain and elicit sercams of anguish. GOUTRITIS 
promptly reduces the inflammation and promptly pro- 
Vides gout patients with natural relief and regular intake 
itacks. In addition, GOUTRITIS is 


prevents recuri 


ишү VI 


Whealth 


WEALTH 15 HEALTH, ENRICHING LIVES 


Brain? Master. 


Ld 


Goutritis: «Serie Moments 


Plum fec e 


ЕНИ ИНЕДОТН 
OF INNOVATIVE 
HEAUTHPRODUCTS 


gaining popularity among gout sufferers in the wake of 


increasing concern over the side effects from the con- 


ly liver disease. 
nents", what a 
brilliant i is commonly expe 
rienced by people advanced body's ca 
pacity to produce the chemicals and nutrients 


Brain Mast 


Poor memo 


the brain cells need 10 п И wo 


over the years. Br 
Semor Moments" by 
ants the brain needs to 
help prevent or 
Master is primarily 
ns, the product also 


and alertness бес 


helps elders avoid 
the vital natural 
in normally a 
etfulness. While 
positioned to senior ci 


helps people wi 


17% 


crease their ability to concentrate, focus and remember, 
These include those preparing for the Board or Bar ex- 
ams and other professional regulatory tests. 


ACHIEVEMENTS 
Since making its debut in August 2012, MEGAFI- 
BER has enjoyed а growing customer base that in 
cludes shifters and first-time users of psy lium fiber 

With its introduction, GOUTRITIS made available 
to the public ай the natural benefits of tart cherries in 
‘one capsule. These include the ability to block gout 
pain and prevent inflammation, reduce levels of uric 
acid, fight free radicals, maintain proper kidney fune 
tion; while at the same time being a source of Vitamin 
C and fiber. 

From the time it was launched, Brain Master remains 
to be the first and only product in the market that com- 
dic and herbal 
her with proven B-complex м 


bines proven and time-tested Ау 

ament 
Ве and B12, which arc known as brain food. Bacopa 
Monnieri is an Ayurvedic herb used in India for cen- 
turies as a memory enhancer while Ginkgo Biloba is 


‘one of the most popular memory enhancing herbs in 
Medicine ‘Traditional Chinese 
Medicine (TCM) known to improve blood circulation 
in the brain 

Both GOUTRITIS and BrainMaster were launched 
in early 2013. All three brands are approved by the 
Food and Drug Administration (FDA), 


Chinese Traditional 


HISTORY 

їп 2001, Albert MG Garcia identified a product gap 
arket niche, He made avail 
arket the first Philippine branded 
pure psyllium fiber, 
acknowledged as the best food fiber in the 


V started to create a 


le to the loc; 


fiber supplement from 100 


world. This also got him started in educating the con- 
sumers about the importance of maintaining a healthy 
lifestyle and the benefits of preventive health ca 

To this day, Garcia and his team from Whealth 
Inc., where he serves as President and CEO, have 
carried on with what he had started over a decade 
аро. Through the years, the company has formulated 
innovative, all-natural health products that address 


соттоп health issues among Filipinos 
These include ABW Leaves of Life, the first-oF its- 
kind powerful supplement combini 
alfalfa, barley and wheatgrass to help strengthen the 
immune system; CranUTI, un alternative all-natural 
way to treat and prevent urinary tract infection that 
is made from cranberry; and the latest additions - 
MEGAFIBER, GOUTRITIS and BrainMaster. 


he benefits of 


THE PRODUCT 

MEGAFIBER — A multi-tasking all-natural fiber 
supplement that packs more fiber, MEGAFIBER 
has set a new standard in food fiber. It offers a wide- 
range of health benefits for overall well-being at 


more value for your money. 
MEGAFIBER promotes di 
regular bowel movement. It fights both constipation 
and ar 
reduces cholesterol, and assists in weight man 
I is available in Mercury Drug outlets, Landmark Su 
permarket in Makati and Trinoma and selected Rustan's 
Supermarkets in 7.5 sachets, travel pack of 30 sachets, 
300g jars at existing retail prices of ot 
also offered in half-kilo family size packs 
MEGAFIBER does not contain additives, sweet- 
eners, preservatives, artificial colors or favoring. It 


stive health and ensures 


helps regulate blood sugar and uri 


brands, И is 


is also cholesterol-free, ycast-frec and gluten-free. It 

is nothing but 10 

and most efficient source of natural dietary fiber 
Produet information on MEGAFIBER may be ob- 


tained through email inform 


i pure psyllium fiber, nature's best 


ibercom ph, from 
the Website www.megafiber.com.ph or via facebook 
ммм Гасебооћ сот Megafiber 

GOUTRITIS - A relie for people suffering from 
gout, GOUTRITIS is an all-natural food supplement that 
Contains tart or sour cherries, which have a high content 
of anthocyanins, antioxidants and potassium. АЙ these 
natural nutrients combine to effectively and safely ro- 
duce inflammation and contribute to alkalizing the body 
Which is helpful in reducing pain associated wi 

Because GOUTRITIS is an all-natural herbal dicta 
des relief from the swelling and 
pain without the side effects commonly associated with 


supplement, it pro 


drugs such as drug-induced liver disease. 


GOUTRITIS is now available in Mercury Drug outlets 
in jars of 90 capsules, blister packs of 10 capsules and 
remedial packs of 100 capsules (10 blister packs) t is a 
safe and effective alternative to common pain relievers 


and antiinflammatorcs such as NSAIDs, colchicines 
and steroids. As such, mo pat 
their condition. 


Is are 


Product inform 


tained through email info 


n, from the 
tritis com or via facebook at www. 


website www 
facebook com Goutritissupplement. 

BRAINMASTER 
García. admi 


As а senior citizen himself 


constantly needing to delve deep 
mation that he 


into ma 


ory recesses 10 extract inf 


knows exists but is unable а sho 


memory issue. This prompted research on what sup- 
plements, minerals, nd herbal supplements 
are available to regenerate brain cells that control 
memory. The result is the 100° 


ner 
ша! BrainMaster. 


other product in the market contains the dif 
М BrainMaster - Ше 
Monnieri, Ginkgo Biloba 
known to improve blood 
plus B-complex vitamins Bó 
have shown to help those with n 
ment combined with high hor 
linked to an increased risk of Alzheimer's and a faster 
rate of brain shrink: 
Product 
tained thro 
the website www: brain 


n food” combined 


с the elderly 


aformation on BrainMaster may be ob- 


‘email infoy@brainmaster,com.ph, from 


отыр or via facebook 
ıt www. facebook, com Brain MasterSupplement 


RECENT DEVELOPMENTS: 
This year, GOUTRITIS. 
expand its distrib 


ster look to 


selected Mercury 
Drug outlets 
modate th 


a nationwide reach and o accom- 
owing demand for both brands initially 
h, Inc. 

Whealth has likewise established partnerships with 
oups and local governments to sup- 
note the welfare of the elderly 
arily MEGAFIBER, GOUT- 


its brands. pr 
RITIS and BraiaM; 
For better customer relations and to accommo- 
wuiries, Whealth has also opened 
lines 524-6549, 354-2208 to 09 and 


date product 


the service ho 
09474890262. 


PROMOTION 


Keeping in step with c 


added online media to the traditional print and broadcast 
as part of ts medium of communicat 
аз and the public in general, Whealth also maintains ап 
canal, website and Facebook page for cach of its brands, 

Whealth, 
with its brands’ benefits and the company's advocacy 
оп preventive health care. These include health and 
well 


ilh its consur 


has strong presence in events aligned 


ess exhibits, employee wellness faits of various 


ind activities of government agencies on 
health specific issues. Such events provide opportu- 
lth and well-being and the. 
lti-health benefits of each brand. 


nities to promote better h 


BRAND VALUES 
From the very start until now, with MEGAFIBER, 
GOUTRITIS and BrainMastes, Whealth continues to 
deliver what its products promised to offer. This is a 
must for Garcia and his team. Its the primary criterion 
before a product is approved, "Brand integrity results in 
powerful word-of-mouth refer 
rals and testimonies of satisfied clients," he says. 

The name Whealth is also synonymous with "all- 
natural” products. "It should be 100% natural. We 


loyal users and er 


! o give people the assurance that the ingredi 
ents are traditionally and historically good for their 


bodies," says Garcia, 


GOT GOUT? 
TAKE GOUTRITIS 


THINGS YOU DIDN'T KNOW ABOUT 
WHEALTH, MEGAFIBER, GOUTRITIS & 
BRAINMASTER 


O The name Whealth is an acronym for 
Wealth is Health, 

O Whealh Inc owns and markets only its 
own brands and are copyright protected. 

O Whealth Inc still owns the C-Lium Fibre 
brand outside of the Philippines and 
tively exports the brand. 

O All brand names are devised and created 
by Albert M G Garcia. 

O Albert M G Garcia is known as the "Phil- 
ippine's Mr Fiber" the man responsible for 
introducing psyllium fiber to the country. 

O MEGAFIBER is the cheapest food fiber sup- 
plement in the Philippines оп а per gram basi 

O MEGAFIBER is a multi tasking fiber 

O GOUTRITIS is made from tart cherry 
Which contains natural anti inflammatory 
properties 

O GOUTRITIS it takes 52 pounds of fresh tart 
cherries to make one pound cherry powder, 

O BRAINMASTER is good for all ages, but 
positioned towards Senior Citizens, for 
marketing purposes. 

O BRAINMASTER contains Vitamins B6 and 
B12 both essential for brain maintenance, 


THE MARKET 
The Yakult Health pro-biotic drink today is the 
popular and favored “health” drink in the Philip 
pines that is both delicious and affordable. While 
available on the supermarket shelves, its popu 


larity and availability unlike all other drinks is 
unique as this is on а personal basis thru walking 
akult ladies 
Everybody trom children to adults drin 
Yakult daily! The health benefits from drinking 


agents or what we today є 


the product is what draws our customer's 
ty to the product. In spite of Yakult's popularity 
the market's growth seems to be sustaining. It 
is as if you cannot get enough Yakult! Distribu 
tion to make Yakult available to all Filipinos is 
key towards any expansion in the Philippines: 


ACHIEVEMENTS 
+ Yakult was fist manufactured in 1935 in Japan. 
+ Yakult Philippines started operation 
October 1978. 
* With a total of 40 sales center in 28 


Provinces, We have a the strong presence 


for Yakult Philippines and our distribution 


support continues to maintain its thrust. 
+ Yakult light was launched in June 2014, 


This new Yakult bottle, while remaining the 


same design, comes in а new color (blue), 


+ Throughout the decades Yakult’s driving 
force for expansion has been the increased 
ound the world. 


demand we are servicing 


HISTORY 
Minoru Shirota (СЕВ Shirota Minoru April 23, 
1899 - March 10, 1982) м 

ologist. He was the inventor of Yaku 
like probiotic drink con 
strain Shirota. S 

lage near River Inad 
Westen 


‘ous in pape 


the yogurt- 


ni Tenryuu in the area Tida, 


mily w 


ono, Japan. His 


and silk worm-n business. His 


ambition tumed to medicine as а number 
dren dicd in his vill 
and malnutrition. In 1921 he с 
perial University's School of Me 
he earned a PhD in medicine 
iedicine at Kyoto University, Durin 
Japanese invasion of € 


se duc to infect 
red Kyoto Im- 
In 1940 
and joined the fac 


na, he was appointed as a 
military doctor. Then he became a professor at the 
y Medical Harupin, China. Afier 
establish Shirota Research 
1950 he 


Univer 


he retumed to J 
Centre in 1939 
pany. l 
to Tokyo, Japan. 


arted the Yakult com: 


ved its company headqu 


THE PRODUCT 


The unique 


Free house to house delivery" of 


the product through the Yakult Lady is like no 


other facility that is available in the market 
The product is delivered to the cu s 
doorstep with no minimum number of Ботев 


required. This is how we service our сих 


ding to metabolism. Lactobacillus sp. 


Obligately 


can be d 


into three groups. 

homofermentative 

(Group I) includi 
+ L acidophilus. 
* L delbrueckii 
* L helveticus, 
L saliva 


ively heterofermentative 


+ L plantarum, 

+ L. sakci Obligately heteroferment 
(Group Ш) includi 

+ L. brevis, * L. fermentum, 

* L. buchneri, + L. reuteri 

The pro biotic strain used for Yakult is the 
ictobacillus Casei Shirota Strain’ 


tive 


Lactobacillus is a type of bacteria with multiple 
diffen 
lus species in humans are considered harmless, 


1 species in the genus, Most Lactobacil- 


Lactobacilli live in the urinary, di 


'enital tracts of hum 


Lactobacillus is possi 


bly effective for preventing diarrhea in children, 
or bacterial vaginal infections, However, it may 
be possibly ineffective for urinary t 


tions, lactose intolerance, and yeast infections. 
Probiotics are live bacteria and yeasts that are 


good for your health, especially your digestive 
system, We usually think of bacteria as some 
thing that causes diseases. But your body is full 
of bacteria, both good and bad. Probiotics are 
"help 
cause they help keep your gu 


I" bacteria be- 
althy 
а Latin term meaning 


"good" or 


for life", 
bacteria that may be formulated into a 


Probiotics, 
are livin 
tablet or capsule as a dietary supplement or add- 
ed to 
cause strep throat ог gastroenteritis, probiotics 
body by taking up 


sidence in you intestines, where they prevent 


vods s yogurt Unlike bacteria that 


are thought to benef 


invasion by undesirable or harmful bacteria. 


=s Эп 2 = 
d ES 


Light 


They improve function of the digestive system 
by Бари 


in increasing the immune def 


tion of food. пеге 


immune defenses and aiding in the digestion of 


lactose. More than 400 species of bacteria live 


in your digestive tract, and researchers believe 
that at least some of these bugs thwart invading 
organisms by using resources the bad bugs need 
ог by producing chemicals that kill them. 
RECENT DEVELOPMENTS 
+ The "Belly Fit" campaign was launched 
With the airing of "New workout (in 2015) 
nd Magsyota” (2016) with TV commercials 
+ 1977 - Yakult Philippines and Yakult 
Marketing Corp. was established by 
Dr. Vicente Dy Sun. 
+ 1978 — The Yakult Plant in Calamba. 
Laguna started production of the 
Yakult Health drink with a daily 
'oduction rate of 11,500 bottle: 
+1979 


opened in Cebu City 


+ 1980 — The production Capacity increased 
Production increased to 310,000 
bottles per day 


Productio: increased to 


ich 3 mill 


+ And I million b 
* Maximu 
bottles 


* We also have the Antipolo sales Center 
which was launched in 2015 

+ The Zabarte sales center is due for launching 
PROMOTION 

Yakult Philippines is with 


While tradit 


e decades we have 


likewise embrac al phenomenc 


utilizing multiple soc 


We launch simultaneous. "below the line 
events dealing directly with our customers, I 
of utmost importance that we work closely with 
our customers on a face-to-face basis to have a 
feel of our market 

The “Yakult 10-miler” and various sponsor 
ship programs are some of our on the ground cf- 
forts. The "//BellyFit" Campaign was launched 
in 2015 signifying the health benefits of keep- 
ing physically 
BRAND VALUES 
Yakult is the leading brand for the Probiotic 
Cultured Milk health drink/Fermented Probi 
otic Health Drink! We stand steadfast in our 


market leadership and 


II sensitivities in leading the market. 


Yakult is the leading and continuously grow 


ing brand of Probiotic health drink in the coun 


ry. We without а doubt deliver with consis: 


спсу the brand promise. And because of this 


we have earned for ourselves an integrity that is 


uncontested. This is what makes us the brand, 
the Superbrand! 


THINGS YOU DIDN'T KNOW ABOUT 
YAKULT 


2 Maintains or increases the level of Bi- 
fidobacterium, another beneficial mem- 
ber of the intestinal bacteria 


2 Suppresses the intestinal putrefactive 
fermentation in the intestine 


Э Known to exhibit anti-tumor activity 
O Protects against infections 


O Protection by lipoteichoic acid derived 
from the Yakult Strain 


O Yakult started selling in the Philippines 
їп 1978. We have around 2,869 Yakult 
ladies who go house to house for sales, 

O The best time to drink Yakult to feel its 
most beneficial effects is right afier a meal 


Э A sealed Yakult bottle needs to be kept 
refrigerated. Did you know that Yakult 
Japan sells powdered versions of Yakult 
so you can bring it anywhere? 


